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Unereent extra Convenience, 
protection and sales 


for your product 


The easier, safer application of your product- 
afforded by WIRZ Applicator Tubes—can appreci- 
ably increase its appeal. In some instances, these 
specially designed WIRZ tubes and tips have proved 
to be keys to new markets. Why not discuss this 
phase of your packaging problem with us? Take 
advantage of WIRZ engineering and experience. 
rica’ Rainn seen It involves no obligation. Just call our nearest 


Chester, Pa. representative, or write us direct. 


Export Division—751 Drexel Bldg., 
Philadelphia 6, Pa. 


NEW YORK 17, N.Y. CHICAGO 4, ILL. MEMPHIS 2, TENN. LOS ANGELES 48, CALIF. HAVANA, CUBA 
50 E. 42nd St. 80 E. Jackson Blvd. Wurzburg Bros. 435 S. La Cienega Blvd. Roberto Ortiz & Son 
































LILY OF THE VALLEY 


This excellent version of Lily of the Valley is 
faithfully true to this extremely popular flower. 
This Vidal-Charvet Specialty speaks for itself. It 
will measure up to the most rigid specifications 
for any Lily of the Valley product. 

$20.00 per pound 


LILAS ROYALE 


Outstanding among the many “Vegetal’’ types 
on the market today. Lilas Royale is particularly 
fragrant and well-blended. This is another of the 
superlative Vidal-Charvet Specialties that guar- 
antee your complete satisfaction. 

$14.00 per pound 


VIDAL-CHARVET specialties and perfume 
bases for extracts, toilet waters and cos- 
metics are scientifically created for the fas- 
tidious demands of the world’s leading per- 
fumers. They are certain to contain the 
note required for your newest product, exact 
to the subtle shadative you have in mind. 


Above are two VIDAL-CHARVET § special- 
ties and perfume bases which have been 
accepted by the trade as _ outstanding 
products. 

Sole Owner 


AVENUE OF THE AMERICAS, NEW YORK 13 


Plant and Laboratories, Totowa, N. J. 
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MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of One of the most famous of Mysore’s many prod- 
Industries was instituted. the industrial ucts is Sandalwood — Santalum Album 
and agricultural development of My- (Linné). Obtained from selected My- 
sore has gone steadily ahead. Plans to sore heartwood, Genuine Mysore 


develop Mysore’s vast resources will con- Sandalwood Oil, distilled at our 





tinue a record of progress that has earned for My- Linden, N. J., plant, is the chosen standard 
sore its proud title of “The model state of India.” of purest quality by all leading Perfumers. 


“YC Otpelte Sffence Diftilltrs’” 


W. J. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 


11 EAST 38TH STREET, NEW YORK 16, N. Y. * LINDEN, N. J. 
NATIONAL ci;rty, CALIFORNIA . LONDON ’ MITCHAM ’ WIDNES 
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PRODUCED AT OUR BROOKLYN FACTORY 


OILS 


CLOVE BALSAM PERU OPOPONAX 

NUTMEG CELERY PIMENTO 

ORRIS LIQUID, Conc. GERANIOL OLIBANUM 

STYRAX CITRONELLOL SANDALWOOD 

CASCARILLA PATCHOULY 

also 

LINALOOL CITRAL EUGENOL 

RHODINOL 


























RESIN LIQUIDS 


OLIBANUM STYRAX 


























LABDANUM BALSAM PERU 
,OPOPONAX BALSAM TOLU 
lene TONKA 
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GEQAGE LUEDERS & CO. 
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Editorial 


Comment 


Sale of Cosmetics in Grocery 
Stores Poses New Problems 


Manutacturers of cosmetics fon 
the market are facing 
changed conditions in merchandis- 
ing at the retail level. Over half of 
the grocers of the country now sell 
such cosmetics as shaving creams, 
hand lotions and dentifrices and 
the number of items carried seems 
likely to be increased. In most ol 
these stores and in all super mar- 
kets there is no personal selling. 

In all supermarkets and in many 
other grocery stores customers 
serve themselves. As stores are in- 
terested only in stocking items 
that their customers are interested 
in buying, added emphasis is 
placed on the package as a lure to 
sales. First the package must be 
readily identified with the product 
the shopper has seen advertised 
and it must also be so attractive 
and practical that it will influence 
the impulse buyer. 


Mass 


Interesting and Curious Results 
of Some Recent Surveys 


There appears to be no end of 
surveys in the cosmetic industry; 
and yet all of them help to gain a 
clearer idea of the guide posts that 
manufacturers want to more accur- 
ately fit their products to the needs 
of the public. 

A recent survey by Macfadden 
Publications among wage earning 
families showed that 40.6 per cent 
of them had tried ammoniated 
dentifrices and that 80 per cent of 
those who tried them will continue 
using them. 

An amateur research by a Ro- 
chester N.Y. engineer to determine 
the preferences for various cos- 
metics resulted in an unusual con- 
clusion. In the case of hand _ lo- 
tions for example he found that 
the color, shape of bottle, odor and 
speed of drying—in that order— 
were the bases for judging the 
worth of a preparation. Definite 
preferences were shown for one of 
several guises of an identical prep- 
aration. The research was made 
entirely among women and unfor- 
tunately was too limited to be re- 
garded with authority. 
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You mean to tell me 





SURBITOL WON'T PREVENT THIS CRUST? 





Of course it won't—if it is an O W soap-type cream. Leave any such cream 
uncovered too long—say 24 to 48 hours—and it will form a crust no matter 


what humectant is used. 


Here’s the important point to remember! Sorbitol retards this crust forma- 
tion, even on O W soap-type creams, more effectively than any other 
commercial conditioner or humectant. The reason is simple: Research 


studies prove—and you can prove this in your own laboratory, that: 


Sorbitol-based creams lose weight (moisture) more slowly if left un- 


covered than creams made with any other commercial humectant. 


. 





Send for sample and further information today. Test for yourself sorbitol’s 
slower rate of moisture gain or loss . . . its smooth, dry effect on the skin... 


the way it provides smoother adhesion for make-up. 


P.S. If you want to prevent crust formation, make your creams with 
Atlas non-ionic emulsifiers instead of soap! And always use sorbitol to 


retard moisture loss. 





INDUSTRIAL CHEMICALS DEPARTMENT 


POWDER COMPANY, WILMINGTON, DELAWARE e¢ OFFICES IN PRINCIPAL CITIES e CABLE ADDRESS 
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OR HER PURSE... is the right fragrance Chemicals and they will be glad to work with you. 


for your product. Finding the answer to your : 
; They can show you how to mask or denature 


perfuming problems is easy when you consult : we 
: unpleasant odors of raw materials. They 


with our chemists at Naugatuck Aromatics. 
can show you how to add a sales-stimulating 
They have a wealth of experience in fragrance—or a neutral tone—to 


Basie Perfume Materials and Aromatic your finished product. 


W rite. or call us—soon! 


NAUGAROMES—For various industrial and 





commercial uses. 





DIVISION OF UNITED STATES RUBBER COMPANY 
254 Fourth Avenue, New York 10, N. Y.— 701 South La Salle Street, Chicago 5, 1Q 
Toronto — Montreal | 
Sole Distributors for: 
BRUNO COURT, S. A., GRASSE, FRANCE 





SOAPOLS—For bar, paste and liquid soaps. 






SHAMPAROMES—For liquid, cream and paste 






shampoos. 





MODERN BASES—For fine perfumes, colognes, 


toilet waters, toilet preparations, etc. 


CREAMODORS—For all types of creams and lotions, 


MANUFACTURERS OF AROMATIC CHEMICALS—IMPORTERS OF ESSENTIAL OILS 
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Creative Perfumers will unquestionably add these 
specialties to their palette as new, provocative 
shades or as replacements of the natural floral 
product—at a great saving. 
Jasmin 2242—Its rich and flowery character 
gives to the finished perfume the same effect 
as the absolute of Jasmin. 
Rosafleur—As an extender or as a replacement 
of Absolute Rose, Rosafleur enhances and 
maintains the brilliant notes of the natural 


product—at only a fraction of the cost. 


PERFUME SPECIALTIES 


ole lacve 


DivistOn OF 


DODGE & OLCOTT, INC. 


180 Varick Street « New York 14, N. Y. 
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AND EVERYTHING IN BETWEEN 


« 
| 
No matter what size bottle closure you 


require, Standard’s famous ‘‘Classic”’ 
design can fill the bill. 


It is available in 11 sizes from 8 mm. to 
38 mm.; in short, medium and tall skirt; 
regular finish, or with well for applicator 
or hole for dropper. 








STAD AAD GHP 


AND MOLDING COMPANY, inc. |: 
PLASTIC CLOSURES} 





And we can match any color you want. 

Write for samples and prices on the size 

and quantity in which you are interested. 
Standard’s stock “CLOVER LEAF” 
design is available in the most popular 
cosmetic sizes and in any color... We 
are also equipped to make Private Mold 
Closures to your order. 








307 S. EATON STREET + BALTIMORE 24, MD. 


OFFICES IN ALL PRINCIPAL CITIES © LATIN-AMERICAN REPRESENTATIVE: ROBERTO ORTIZ, HAVANA 
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Your Product will be in good company at the 


The good companions will be those well-estab- 
lished brands of fine cosmetics and toiletries that 
are forging ahead, steadily building regular repeat 
sales . . . quality products whose manufacture is 
confidently entrusted to the skilled care of an ex- 
perienced staff of workers under the direction of 
cosmetic technicians of renowned ability. Avon 
Allied’s executive staff includes specialists in every 
branch of cosmetic and toiletries production. 


Private Brand Division of Avon Allied Products, Ine. 


Avon Allied’s laboratories have had more than 
60 years of experience in the manufacture of qual- 
ity cosmetics and toiletries . . . experience for 
which there is no quick substitute. And it is that 
experienced treatment that keeps a quality prod- 
uct in the best company at the point of sale. 

If your plans call for increased volume, why not 
at least explore the possibility of improving your 
quality ! 


30 Rockefeller Plaza, New York 20, New York 


STRATEGICALLY LOCATED PLANTS & LABORATORIES 


Suffern, New York * Pasadena, California * Montreal, Canada 
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dreyer essences for 


7 


air freshene 


--- bring the outdoors in! With the ever-increasing demand for air 
freshening agents in homes, offices and factories, DREYER essences for 
wick-type units, sprays, fumigants and blowers forge to the front. 
Already specified by leading makers of these products, these DREYER 
essences have been PROVEN-IN-USE in millions of units. For 

a wide choice of wanted scents ...in a cost-conscious price range 

... for expert counsel by experienced chemists to help with 


your specific problem... Depend upon DREYER! 










P. R. Dreyer Co., Inc. 
119 West 19th Street, New York 11, N.Y. 


Please send us Catalog “B’’. We are inter- 
ested in: 


Name 

Company 

Street 

City Zone State. 


P.R. DREYER INC. © 119 WEST 19th STREET ® NEW YORK 11,N.Y. 
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In each of these great centers of the Soap, Perfumery and Cosmetics industries there 


is a Chiris company, with a complete production and distribution service. These com- 
panies pool all the experience and 


200 years of outstanding leadership 
Aromatic industries have made 


technical resources which nearly 
in the World’s Essential Oil and 
available to the House of CHIRIS. 





ANTOINE CHIRIS Co., Inc. 


119 WEST 57th STREET, NEW YORK 19, N. Y. 


ESTABLISSEMENTS ANTOINE CHIRIS ANTOINE CHIRIS, LTD 
GRASSE- PARIS LONDON 
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ARE YOU FAILING TO GET your full’share of increased cosmetic sales? 


DO YOU FIND YOUR COSTS changing daily due to price fluctuations in 


the natural flower oil market? 


ARE YOU INTERESTED IN synthetic base matetials—Consistent in quality 
and stable in price—that will heighten and increase the foundation 


of your compositions ? 


your answer is yes to any of these questions it is time to use 
PENICK’S ABSOLUTE ALTERNATES. Inquire for samples of: 


ABSOLUTE JASMIN EXTRACTION ALTERNATE No. 7583........... $16.50 Ib. 
ABSOLUTE ROSE de MAI ALTERNATE No. 7584............2.26. 18.25 Ib. 
ABSOLUTE TUBEROSE ENFLEURAGE ALTERNATE No. 7585.......... 15.00 Ib. 


Your JACKPOT will be: 


increased sales, greater profits, and satisfied customers. 


S.B.PENICK (©; >) & COMPANY 
re tolaphone COrttandt 71970 Le) Telephone Hebevh 4-543 
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many prominent manufacturers specify 


Carr-Lowrey opal jars. 


CARR-LOWREY 
GLASS CO. 


Factory and Main Office: BALTIMORE 3, MD. « New York Office: 40 W. FORTIETH ST. « Chicago Office: MERCHANDISE MART 


September, 1950 The American Perfumer 





we 


lagio sostenuto. i, 


A lilting tune, a delightful 
fragrance...each depends on 
the harmony of its notes. The 
purity and fineness of Verona 
aromatic chemicals will help 
you achieve harmony in your 
products and add a fresh note 
of distinction to them. 
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AROMATICS DIVISION 


VERONA CHEMICAL 
COMPANY 


26 VERONA AVENUE 
NEWARK, N. J. 


September, 1950 185 





a ee 


~~ a ¥ x aA s 








' 
+ 
+ 
+ 
t= 


VA 


Se 20.9 


Wise planning at the start is vital to the success of your new 
perfumed product. Its perfume must be not only a thing of 
true and lasting beauty... but well adapted in style and 


appeal to the intended market and to the product itself. 


Seek the counsel of the van Ameringen-Haebler perfume 


chemists whose skill and experience are unmatched in the field. 


LMERINGEN”" “.AEBLER, INC. 


S521 WEST 57th STREET, NEW YORK 19, N. ¥. 





ORBIS 


PRODUCTS 
CORPORATION 


215 PEARL STREET, NEW YORK 
FACTORY AND LABORATORY: NEWARK. WV. J. 


COSMETIC RAW MATERIAL PERFUME BASES QUINCE SEED AROMATICS 
WATER SOLUBLE GUMS ESSENTIAL OILS OLEO RESINS THYMOL 
FOOD COLORS FRUIT FLAVORS STEARIC ACID WAXES 


CHICAGO PHILADELPHIA BOSTON LOS ANGELES 47 MEMPHIS, TENN. 
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| FOR USERS — 
OF YLANG ..... 1 U°GOQDREASONS WHI 


BASIC 


1, Fully replaces the natural oil which is practically unay 
2. Composed of readily obtainable materials. 
3. Entirely independent of imported ylang ylang oil. 


4, Duplicates the basic odor of ylang ylang oil as well as its 


teristic top notes with remarkable fidelity. 
5. Very lasting. 
6. Undergoes little change during entire evaporation range, 


7. Lacks the harsh chemical character often found in inferior if 


tations. 


8. Doubly valuable because of present shortages and uncertaincies 


regarding world supplies. 
9. Useful as an extender of existing stocks. 


10. Priced economically. 


If you use oil of ylang ylang — natural or imi- 
tation — we shall be glad to supply you a 
sample of BASICOL YLANG Extra for critical 


examination and comparison. 


» Inc. 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 


BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts, *Chicago, Ulinois, Cincinnati, 
Obio, Cleveland, Obio, *Los Angeles, California, Philadelphia, Pennsylvania, San Francisco, California, 
*St. Lomis, Missouri, *Toronto, Canada and *Mexico,D.F. FACTORY: Clifton, N. J. 
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ICOL YLANG. Extra 


1, Fully replaces the natural oil which is practically unavailable. 
2. Composed of readily obtainable materials. 
3. Entirely independent of imported ylang ylang oil. 


4, Duplicates the basic odor of ylang ylang oil as well as its charac- 


teristic top notes with remarkable fidelity. 
5. Very lasting. 
6. Undergoes little change during entire evaporation range. 


7. Lacks the harsh chemical character often found in inferior imi- 


tations. 


8. Doubly valuable because of present shortages and uncertainties 


regarding world supplies. 
9. Useful as an extender of existing stocks. 


10. Priced economically. 


If you use oil of ylang ylang — natural or imi- 
tation — we shall be glad to supply you a 
sample of BASICOL YLANG Extra for critical 


examination and comparison. 
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Specify compound number 
when writing for samples 
and other details. Please 
address us on your letterhead. 
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LETS FACE IT 


Tur ORDEAL of shortages that characterized the last war 
is too fresh in the memory of those whose business existence 
depends upon uninterrupted supplies of basic ingredients for 
them to shake off the haunting fear that if they don’t buy now, 
they may not be able to buy later. People being what they are 

human—their first thought is of survival, hence the tendency 
toward panic buying that has characterized our business these 
past momentous weeks. In this overwhelming urgency, let us 
not forget that ours is an industry of great flexibility and re- 
sourcefulness. We all learned many lessons during the last 
siege of war that will stand us in good stead in any future 
emergency. Most important, we learned to appraise properly 
the great myth of indispensability. Our laboratories showed us 
how we could get along quite satisfactorily with substitute 
materials and newly discovered synthetics. If necessary to do so, 
as in the case of certain important items in short supply at this 
writing, you can again rely upon this experience of the past and 
upon the ingenuity of our chemists and scientists of the future 


to keep the goal of healthy survival within the reach of all. 


466 6G Hee 
RECOMMENDED.... 


Opor quality, economy and timeliness are the three con- 
siderations that influence our perfumer most strongly in his 
selections that appear on the back page of this advertisement 
each month under the heading: “Pages from Our Perfumer’s 
Notebook.” Each has undergone and survived the tests of appli- 
cation and time. Each is an item worthy of examination by the 
industry’s most critical buyers. Perfume and cosmetic manufac- 
turers who may have possible need for any (or all) of the three 
specialties briefly described on the following page, may obtain 
samples and further particulars by addressing a request to our 


New York office. 
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Specify compound number 
when writing for samples 
and other details. Please 
address us on your letterhead. 
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BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts, 
Obio, Cleveland, Obio, *Los Angeles, California, Philadelphia, Pennsylvania, San 
“St. Louis, Missouri, *Toronto, Canada and *Mex.co,D.F. FACTORY: Clifton, N. ]. 
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Yes, more than 80% of all 
the lemon oil used in the 


United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers quality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 
Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 
Exchange Lemon Products Co., Corona, Calif. 


& Essential Oil Review September, 1950 189 











to take a close look at 
the odor appeal of your products. 
Lf the perfume compounds youl use 


are not pulling their full weight 


we can help you. 


& co.. ine. 


601 west 26th street. new york I. new york 
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Uniform size and brilliant sparkle 


in each erystal 





Readily absorbs dyes 
Takes perfume easily 


Dissolves instantly 


Solvay makes it easy for you to give milady 
exactly the kind of bath crystals she wants . . . Ee eTTD 
with all these important performance Will not change physically or chemically in the package 
: . Mild and non-irritating to the skin 
features: eye-catching color, delicate scent, 
sparkling beauty, free-flowing and Special detergent properties help soap lather better 
‘ ‘ Non-caking 
water-softening properties. 
That's because Solvay SNOWFLAKE ian e 
WS 














CRYSTALS has all the necessary 

requirements to give your bath crystals 
product these sales-making 
advantages! 


SOLVAY SALES DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 

40 Rector Street, New York 6, N. Y. 

BRANCH SALES OFFICES: 

Boston * Charlote ¢ Chicago * Cincinnati 

Cleveland * Detroit * Houston * New Orleans 
New York * Philadelphia ¢ Pittsburgh 

St. Louis * Syracuse 





FOR BATH CRYSTALS 
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SLOW VOLATILIZATION 
INSURES STABILITY 


=t compelling fragrance of unceasing 
popularity. wh definite and 
Aieihtencliiae uns den lls 

manufacture of yout perfumes hes 
and cosmelic preparations. oh } eh? 


PRICED AT $12.00 per pound. 








DR. ALEXANDER KATZ. & CO; Bi 


VANCOUVER, B. C. ROS ANGELES 27 * SEATTLE 22 NEW ORLEANS 13 ATLANTA 3 





, MEXICO, D. F. oe DALLAS 1 NEW YORK 6 = SAN FRANCISCO 3 PITTSBURGH 22 
te '”"Send for your copy of our latest 
rs 
ae catalog . . . It is educational. 
DN a 


192 September, 1950 The American Perfumer 











Criticism 


In the June issue of the Ameri 
can Perlume appeared a letter 
from S. L. Mayham of the T.G.A. 
regarding my earlier suggestion 
published in the American Per- 
fumer suggesting the formation ol 
a Contact Committee for the Cos- 
metic industry. 

[I would like to quote a_para- 
graph under the signature of one 
“Joe” who writes monthly for the 
house organ called The Crown. 
Some things he said in the August 
issuc make a good lead-off in the 
present case. 

There’s a lousy rumor going 
the rounds that my dome is as big 
as the one on the Capitol and in 
the same need of repair, but you 
and me both know that I’m no 
world-beater. The thing is that it 
gripes the mob to see me look sat 
isfied and that’s because one ol 
THE THINGS I KNOW TOO 
LATE is that success is getting 
what you want, but happiness is 
wanting what you get. Some guys 
are not satisfied with a spark of 
success; they want an explosion! I 
just took a very small idea and put 
all that I had behind it. Lots of 
these other bums have big notions 
but they don’t do anything but 
dream about them. Believe me, I 
blame myself plenty for all of the 
truck that I pass out to you boys. 
When you take aim and miss the 
mark, you always look to yourself 
for the fault. If you don’t hit the 
bullseye, you can’t blame the tar- 
get. I’ve got plenty knockers and 
I'm trying to love ’em all. I’ve 
found out that hate is bitter-tast- 
ing and I’ve got plenty other trou- 
bles without adding indigestion to 
“em.” 

Joe knows the people he writes 
to better than I know those who 
read this column and hence he can 
use some of the words and say 
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esiderata 


by MAISON G. pENAVARRE 


some ol the things that I can’t take 
the liberty of doing. But I think he 
hits the nail quite squarely. What 
Steve Mayham says in his printed 
letter is pretty much what others 
of the ‘T.G.A. told me in person at 
the time of its convention in May 
so that this reply is intended to 
cover not only Mayham’s letter 
but also the verbal criticism made 
by others. 

Oddly enough, the same sugges- 
tion has been made a couple ol 
times previously in this column 
and no one said “Boo” about it 
then. Suddenly T.G.A.ers say that 
it is undesirable trom any stand- 
point. The only — constructive 
thought they can offer is that it is 
“unnecessary.” 

Some of the people I have 
talked to thought it was a pretty 
good idea. Some couldn’t see what 
useful purpose it might serve. Oth- 
ers wanted to know more about it. 
That is precisely where the matter 
stands at the moment. 

I have been unable to crystal- 
lize my own thoughts on the sug- 
gestion but was hoping that if 
voice were given to it, something 
might develop that would help 
formulate a real reason for the ex- 
istence and function of a Contact 
Committee. 

However, I take exception to 
Mayham’s remarks that “No one 
in this industry, with the possible 
exception of a few selfish individu- 
als who would desire what little 
glory might be attached to a com- 
mittee membership, so far as I 
know, desires the establishment of 
such a committee or favors it.”’ 

This makes as much sense to me 
as saying that those opposing the 
formation of the Committee are 
against it only because they might 
not be on it. 

The Committee as I envisioned 
it would consist of top people 


from the F.D.A., F.T.C., A.M.A., 


M.G. deNavaire at work in his laboratory 


.G.A. and the Society of Cos 
metic Chemists. Can anyone sug- 
gest a better cross section of the in- 
dustry than top people in these 
groups? 

It is true that the industry has 
worked harmoniously with the 
government up to now, but such a 
Committee would in no way im- 
pair this harmony and _ in_ fact 
might make the harmony closer. 


Tourists’ Perfume Imports 


Ihe recent action taken by the 
Perfumery Importers Association 
which has called to the attention 
of the customs collectors that Sec- 
tion 526 of the Tariff’ Act pro- 
hibits imports of trade-marked 
items without the specific consent 
of the trade-mark owner, beyond 
entry of only one unit of a trade- 
marked fragrance is narrow in its 
concept. It again brings to the fore 
the things we have been criticized 
for so much in this country, 
namely, the “buy American” 
when we are trying to tell the 
whole world to export and sell 
more goods to make _ themselves 
self sustaining and therefore no 
longer require E.C.A. or other aid. 
Fortunately the action takes effect 
after August 1 when most of the 
tourists will have returned from 
their world wanderings, but it will 
cover next year and every year 
thereatter. 

Is it not part of the wish of in- 
ternationally famous brands _pro- 
ducers to have their products 
bought wherever they may be sold 
and regardless of country of ori- 
gin? That is why advertising is car- 
ried on in all countries in which 
the product may be bought. The 
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Sheffield —first to put tooth- 
paste in tubes, in 1892—has 
served packagers for over half 


Complete Variety In Stock Tubes 
Experience To Help You Develop Specialized Packages 





a century in producing billions Make Sheffield your worry-free source of supply for instantly 
of tubes for — available stock tube items. And, if you have a “‘different’’ re- 
MEDICINAL ointments— quirement, you'll be glad to know that Sheffield has cooper- 
salves — jellies — extracts. ated with many manufacturers in being the first to develop 
DRUG AND COSMETIC suitable tubes for hundreds of highly specialized products and 


. markets. 
pastes — creams — shaving =) 


preparations — deodorants — lj You can depend on Sheffield’s continuity of manufacturing 


depilatories. experience to produce value all the way. Call on the Sheffield 
INDUSTRIAL AND HOUSE e— representative nearest you for information and assistance. 

HOLD cements —adhesives— All types of tin, tin-coated, aluminum, lead, and Sheffalloy 
compounds — greases — paints tubes. Free samples and catalog. Remember, packaging in 
—fillers—food pastes, syrups, a=» Sheffield Tubes gives your product a container that is... 


and creams. Sturdy © Safe © Sanitary * Smart © Convenient. 





THE SHEFFIELD TUBE CORPORATION yu 


HOME OFFICES - NEW LONDON, CONN. 


W. K. SHEFFIELD, V. P CHARLES ARCH T. C. SHEFFIELD 
NEW YORK 18, N.Y., 500 Sth AVE CHICAGO 16, ILL., 3132 CANAL ST LOS ANGELES 38, CAL., 7024 MELROSE AVE 


EXPORT: 500 FIFTH AVE. N. Y. CABLE “DENTIFRICE”, NEW YORK 
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current action sounds like the 
American companies are jealous 
of the small volume of business 
that will result from American 
buying of their products in for- 
eign countries. When one_ looks 
over the list of companies who 
have filed this notification, they 
are without exception all famous 
throughout the world. By the same 
token their products are sold 
wherever nice people may be. 


Fluid Transfers 


A comparatively inexpensive at- 
tachment fitting all drums with 2” 
openings, operated by air, wil! 
transfer all liquids up to 18 gal 
lons per minute. 

A test of this unit proves the 
manutacturer’s claims. Of course 
the amount of material trans- 
ferred will vary with the viscosity 
as well as the air pressure since the 
pump is hooked up to a com- 
pressed air line. It will take up to 
150 Ibs. of air pressure. 

Such an air transfer pump is 
less expensive to buy than the usu- 
al gear transfer pump and would 
look like it could do the same job. 
In the case of transferring alcohol 
or other inflammable materials, 
there is no danger, for there is no 
electric motor involved. 


Pumping Lanolin 


While there is no problem at 
this time of the year to transfer 
lanolin and petrolatum from steel 
drums, lanolin is a lot tougher to 
get out of the drum than petrola- 
tum when cold weather sets in. 

Manufacturers have attacked 
this problem in various ways, the 
principal one being to melt the 
lanolin and petrolatum and han- 
dle it as a fluid through ordinary 
transfer pumps. 

More recently pneumatic equip- 
ment such as is used in handling 
of grease in service stations has 


_ . ee 


been adapted to 
flowing materials trom standard 
open head drums. This equipment 
operates on air pressure. 

Some types have very small 
plates while others have a_ large 
plate that pre actically fits the drum 
width. It is the latter type that 
finds the greatest usefulness be- 
cause of its faster capacity and re- 
sulting greater efficiency. Such a 
unit is now available to handle 
these non-flowing materials like 
petrolatum, trough grease, lanolin 
and absorption bases. The unit has 
a pneumatic base and a followei 
plate with a tire fitted to it to 
make complete contact with the 
circumference of the drum. There 
is an air release valve of course. 
Application of air pressure forces 
the follower plate down on the 
material exerting pressures up to 
7000 Ibs. The tire not only seals 
the drum but wipes the walls clean 
as it goes down. 


pumping non- 


Spies Versus Cosmetics 


When all the F.B.I. spy reports 
are read in the newspapers few ol 
us ever thought that the cosmetic 
industry might in some way be 
hooked up with international 
spies. Last month I wrote a little 
blurb about the turnover in the 
producers of thioglycolates for 
hair waving and mentioned that 
one man’s name has often been 
connected with thioglycolate en- 
terprises that failed. 

Readers will recall that Abra- 
ham Brothman is at the moment 
on vacation at the invitation of 
the F.B.I. A female accomplice is 
likewise enjoying a period of re- 
laxation. Brothman was the con- 
sultant I had in mind when I 
wrote about the — thioglycolate 
business. 

Isn't it is just too horrible for 
words! Commies and = spies for 
other countries working in_ this 


industry! 


Questions and Answers | 


823: Egg Shampoo 

Q. We are very anxious to get a 

good formula for an egg creme sham- 

poo, (liquid) non alkali, non caus- 

tic. Could you heip us out on this? 
W., Canada 


A. A modern formula for an egg 
shampoo containing lanolin would 


& Essential Oil Review 


be of the liquid cream type. Essen- 
tially it would consist of sodium fat- 
ty alcohol sulfate paste 45 parts, 
magnesium stearate 2 parts, 10 per 
cent polyvinyl alcohol solution 6 
parts, lanolin | part, cetyl alcohol 2 
parts, glyceryl monolaurate 2 parts, 
water and dehydrated egg to make 
100 parts. In manufacture make a 


paste of the magnesium stearate 
with the wetting agent and disperse 
in the other ingredients. This prod- 
uct should contain at least Yo per 
cent dehydrated egg and this is best 


rehydrated with water before it is 
used. 


824: Soapless Shampoo 

Q. We are making soapless sham- 
poo using 30 per cent Robinson 
Wagner Lanamine, and 70 per cent 
water. It makes a very nice looking, 
clear product which produces copi- 
ous suds, particularly on the first ap- 
plication and does not seem to dry 
the scalp. We would appreciate your 
comments on this and the ne 
cream shampoo formula. Fa eee 


Ph illip pines 


A. Replying to your letter, the 
Lanamine is not a synthetic surface 
active agent but ac tually i isan amine 
soap resulting from the reaction of 
a particular amine with fatty acids 
derived from lanolin. As to the 
cream shampoo formula, the one 
mentioned in your letter should give 
a satisfactory product, but you 
might want to add to it some cetyl 
alcohol and reduce the lanolin. 


825: Scalp Stimulator 


Q. I wish to manufacture and dis- 
tribute a liquid hair preparation 
which will be effective in scalp stim- 
ulation and which will promote hair 
growth. In a book called “A Trea- 
tise on Diseases of the Hair’ by 
Jackson and McMurtry, published 
in 1912, page 94, a formula is listed 
containing pilocarpine muriate, and 
it is asser ted that this compound is 
the only one that exerts a specific 
effect on scalp and hair growth. I 
would like to know if you can send 
me a modern, up-to-date formula 
using pilocarpine, to be used in a 
liquid form. I would also like a 
modern, up-to-date formula for an 
effective sulphur cream preparation 
for seborrhoeal dermatitis. 


N. P. A., Florida 


A. We believe you have a copy of 
the book, “The Chemistry and 
Manufacture of Cosmetics,” and we 
refer you to the chapter on hair 
lotions wherein you will find for- 
mulas containing pilocarpine hy- 
drochloride (muriate). As far as a 
sulphur cream for seborrhoeal- 
dermatitis is concerned, our journal 
is not concerned with the medical 
aspects of cosmetics, but we suggest 
you start with 3 per cent colloidal 
sulphur and perhaps one or two per 
cent of salicylic acid in a suitable 
vehicle. This type of formula has 
proven very popular, and is classi- 
fied as a drug. 
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Erion claims no magic — doesn’t depend on 
chance — to give you the delightful scents that mean 


so much to your products. 


Long months, even years, are spent to perfect 
each subtle and often elusive nuance which can 
lend new distinction and unique character 


to your perfumery. 


Our long experience — tried and time-tested — 
in the creation of sales-appeal through fragrance 


is at your disposal. 
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Absorption Spectra of Sunscreens 


Compounds which have been suggested for use in sunburn preventive 


preparations . . . Absorption spectra of 25 compounds figured . . . 


Extinction coefficients at wave 


ARTHUR C. 
and JANET 


NM UNBURN is caused by absorption in the skin of 
sunlight ultraviolet of the band 2900-3100 A. Maxi- 

mal burn per unit of absorbed energy occurs at 
wave length 2970 A. (1). Any compound which absorbs 
in the sunburn part of the spectrum is a potential sun 
screen which may be used in a suitable oil, lotion, or 
ointment for a sunburn preparation to prevent these 


actinic rays from reaching the sensitive part of the skin. 


However, the successful sunscreen must also be non 
toxic, nonsensitizing, and nonirritating to the skin. 
Phe sunburn preparation, in addition to the sun 


screen, contains a base or vehicle, often a scattering 
agent such as titanium dioxide, as well as pigment and 
modifiers. Formulation of such a preparation presents a 
variety of problems and the requirements of an ideal 
sunburn preparation have been outlined in detail else 
where (2). No ideal sunburn preparation has as yet 
been devised although some have been made which 
are fairly successful in meeting certain of the require 
ments. Testing the eflicacy of a sunscreen also presents 
a variety of problems and its apparent protective value 
depends on the method used in testing, the skin of the 
particular subject (3) as well as the previous exposure 
of the skin, and the conditions (moisture, etc.) unde 
which the test is carried out (2). The entire problem oi 
sunburn protection is a complex one and it is necessary 
to caution against the assumption that any compound 
which absorbs in the proper region of sunlight ultra 
violet, made up in any vehicle or base will be ade 
quate, since many formulations have proved unsatis 
factory for a variety of reasons (2). 

While many compounds absorb the sunburn part of 
sunlight (4) and a fairly large number have been sug 


gested as possible sunscreens in the last fifteen years 


® Department of Biological Sciences, Stanford University. 


Reprinted by courtesy of the Journal of the American Pharmaceutical Assn. 


+ We are indebted to Professor T. C. Daniels of the College of Pharmacy 
# the University of California for a sample of ethyl-p-dimethyl aminoben 
zoate and to the late Julian M. Wells of the same college for many of the 


other compounds. 
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length 2970A are calculated+ 


CHRISTENSEN 


(5-7), no summary of these has been made since that 
of deNavarre (17) and data on their ultraviolet absorp- 
tion have been sparse and scattered. It is the purpose 
of the present paper to prepare a list of the various sun- 
screens with references to the literature, to classify 
them as to their chemical affinities and 
and compare the ultraviolet absorption spectra of rep- 


resentative compounds. 


to determine 


Sunscreens 


The simplest sunscreen is a colored compound or 
pigment which absorbs strongly in the ultraviolet as 
the whence its 
suggests the use of brown extract of oak 


well as in visible spectrum, color. 
Schwarz (9) 
bark for such a purpose. Remy (10) states that in his 
experience a theatrical pencil used to color the skin to 
natural tan is effective. Ochre 
burnt umber are probably present in such a pencil in a 


cream base. Some tanning oils contain a dye, probably 


a moderate very and 


Bismarck brown (11). Any number of pigments might 
do as well, provided the color is not objectionable and 
the substance is harmless, nonsensitizing, and nonirri- 
tating. Primitive peoples are reputed to use a mud 
coating in some cases. The dark races are naturally pro- 
tected by the skin pigment, melanin, scattered through- 
out the superficial layer of skin. ‘The threshold in the 
skin of the dark for a minimal burn (minimal 
perceptible erythema or reddening caused by dilatation 
of the superficial blood vessels) is of the order of ten 
times that for white skin (12) .' 

If a compound absorbs in the ultraviolet but not in 
the visible part of the spectrum, it is invisible and acts 
as an ultraviolet filter. Invisible sunscreens of this sort 
seem to have been preferred. This is in part esthetic, in 
part due to the notion that while it is desirable to re- 


races 


| Pigment in the white races resulting from the action of the sun is mainly 
located below the sensitive layers, therefore it provides little protection. 
Thickening of the skin is presumed to be the main accomodation on serial ex- 
posure to the sun. For a brief discussion and references to the literature, see 


Giese and Wells (13). 
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Tasce I.—Famtcies oF SUNSCREENS 





Members Citations 


(7, 16, 17) 


Family 
p-Aminobenzoates 
Ethyl 


COOH 
\ Isobutyl 
( ) Monoglyceryl 
| 


VA 


NH; 


o-Aminobenzoates or anthranilates Benzyl 
COOH Cyclohexanyl 
Pris Lauryl 
( NH: Menthyl 
| Phenyl 
) Triethanolamine 


Dimethyl 


(7, 18-20) 


Amyl 
Benzyl 


Ww 
Salicylates (o-hydroxybenzoic acid) 


COOH 

ro Bornyl 

f OH 1,3-Butyleneglycol mono- 
| Glycerylmono- 

‘ Homomenthyl 

Isoamyl 

Menthyl 

Parathymol 

Pheny] (salol) 
Triethanolamine 

Thymél 

Salicylic acid ester of a polyalcohol 


(7, 18, 20-27) 


Pyrrones Benzyl cinnamate 
8-Umbelliferone acetic acid 
H 8-Methyl umbelliferone 
z 1,3-Butylene-glycol cinnamate 
CH 8-Methyl umbelliferone acetic acid 
. Cinnamic acid 
HO. A. AO Coumaric acid (o-hydroxycinnamic) 
0 Daphnetin or dihydroxycoumarin 
Daphnetic-8-ethyl ether 
and Esculin (aesculin) 
Esculetin or 6,7-dihydroxycoumarin 
H Ethyl umbelliferone 
C Homomenthyl cinnamate 
2-Hydroxy-3-methoxycinnamic acid 
3-Methoxy-d6-coumaric acid 
Methyl! umbelliferone acetate 
Methy] esculetin 
3-Phenylcoumarin 
Phenyl cinnamic nitrile 
Umbelliferone (7-hydroxycoumarin) 


7, 20, 22, 24, 26, 28-33) 


HC—COOH* 


Also esculin-quinine condensation prod 
ucts 


Naphtholsulfonic Acid 
HO,S 
7, 


Naphthol sulfonate 
1,5-Naphtholsulfonic acid 
fn 2,6-Naphtholsulfonic acid 
2,8-Naphtholsulfonic acid 
! 3,2-Naphtholsulfonic acid 


(7, 28, 34-35) 


HOS, / 


Naphthoic Acid (7) 


Oo 8-Oxynaphthoic acid 
A A a,B-Oxynaphthoic acid 
C—OH 2- Hydroxy-2-naphthoic acid 


™ 3 _ . 

move the radiations which cause sunburn it is undesir- 
able to remove the other, supposedly beneficial rays 
(1). From this point of view the best compound is one 
which in its absorption most closely parallels the action 
spectrum of sunburn (1). Such a compound should 
therefore absorb most strongly at ) 2970 A., falling off 
to a low value at ) 2800 A. and 3100 A. 

\mong the sunscreens longest in use and supposedly 
meeting the above requirement are various fluorescent 
natural products such as quinine sulfate, obtained from 
cinchona bark; esculin, obtained from Aesculus, the 
horse chestnut; tannic acid, derived especially 
from galls of various trees such as oak, sumach, and 


and 


hemlock. In recent years various synthetic aromatic 


* 
e4 
0 


ri l 


Ibsorption spectra of isobutyl p-aminobenzoale, 


each 0.01% 


ethyl 


p-aminobenzoate, and menthyl anthranilate in alcohol. 


, Ethyl p-aminobenzoate, 1 cm, 
@. Menthyl anthranilate, 0.5 cm. 
Isobutyl p-aminobenzoate, I cm. 


{ll in alcohol, all 0.01%. 
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Family Citation 


Examples (or Remarks) 
Acetanilid seccene . (7) 
Acetone oxalates Butyl-benzyl acetone oxalate (7, 36) 
Acetophenone Benzylacetophenone (7, 37) 


Cinnamytiden acetophenone 


Alcohols, higher ‘ spin , ; (31) 
Aniline Dibenzaniline (35) 
Benzaldehyde-azins Dibenzylazin (38) 
Benzimidazole o-Methoxy-phenol, 2-p-methoxy, 2-0-tolyl, phenyl (7, 24, 39) 
benzimidazol: 5-sulfonate 
Benzylamino-o-benzoic acid Various substituted compounds (40) 
Bismuth nitrate (Fluorescent) (31) 
Boric acid (Fluorescent) (31) 
Butadiene Diphenylbutadiene (30) 
Butyl-mesityloxide oxalate . inekceneeeeoen seek (7) 
Carbazole 2-Acetylamino (7) 
N-acetyl 
Chrysotropic acid eas jxbercereen’ (7) 
Diethylene glycol mom0- lg ccc necccnvccees cocccesecsses (20) 
ethylether 
Dioxyxanthan ° ite veneers (7) 
Escalol (26, 54) 
Fatty oils Especially ammonium and alkali salts (31) 
Hydroquinone os ° (41, 42) 
Hydroxybiphenyl sulfonic Alkali metal salt (43) 
acids 
Hydroxyquinoline Phenylquinoline (16) 
Ichthyol, ete. Distillate of Tyrol hydrocarbons (25) 
Indazole 2-acetic acid ° > (7) 
Lanolin 
Pheny! furfuralic nitrile . (7) 
Phenylindole loo w eter ccsvcces Che eeeNeEeereN (7) 
Quinoxaline 2,3-Diphenylquinaline (7) 
Quinine Disulfate (7, 16, 22, 31, 44) 
Oleate 
Condensation products with esculin 
Resins In petrolatum (45) 


(7, 30, 37) 
(41, 47) 


Diphenylethylene 

Sulfanilamide 

Sulfathiozole 

Sulfapyridine 

Mixture of compounds extracted from galls (gallic, 
digallic acids, ete.) 

(Aromatic amino acid) (7) 


Stilbene 
Sulfa compounds’ 


Tannic acid (7, 29. 46) 


Tryptophane 


Tyrosine (Like tryptophane absorbs strongly in the ultraviolet) (7) 
Urea (7) 
Urie acid (Strong ultraviolet absorption) (7, 30) 
Petrolatum Especially carbolated 

Violuric acid éteuwensied (7, 30) 


@ Use of sulfa compounds is somewhat questionable in view of their Sensitizing action which ought te be checked (56) 


compounds have largely displaced the natural prod- 
ucts. Some of these substances have been substituted or 
otherwise modified so that a whole family of com- 
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WAVELENGTH IN My 
Fig. 2.—Absorption spectra of homomenthyl salicylate (0.003%) 
and phenyl salicylate (0.019%) both in alcohol. 
. Homomenthyl salicylate, 0.03%. 
@, Phenyl salicylate, 0.01C%. 


Both in alcohol 0.5 cm. cuvette. 


pounds derived from one are now available, represent 
ing variations on a central theme. 

In ‘Table I are given the families of compounds 
which seem to have been most interesting, judging 
from the number of different members synthesized or 
used. ‘The citations refer to the entire family of com- 
pounds. The structural formulas given in the table show 
the different types of chromophores employed to ob- 
tain absorption in this part of the spectrum. The ben- 
zene ring itself does not absorb sunburn radiations, 
there being an absorption band in the region of 7 2500 
A., but phenol or hydroxybenzene shows considerably 
more absorption. Benzoic acid also absorbs much more 
than benzene, but the aminobenzoic and the hydroxy- 
benzoic acids are even better in this respect due to the 
greater resonance of the molecules. In summary, the 
ultraviolet chromophores of these sunscreens consist of 
the benzene ring in the various modifications and com- 
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binations shown. Substitutions in these compounds 
change the nature of absorption in a manner well 
known from earlier studies on dye absorption in the 
visible spectrum (15). 

In Table II are given compounds about which there 
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Ibsorption spectra of menthyl salicylate (0.1%), isoamyl 


| Fig. 3. 
salicylate (0.01%), and amyl salicylate (0.01%) all in alcohol. 
} ), Amyl salicylate, 0.01% 0.5 em. 
@, Jsoamyl salicylate 0.01% 1 cm. 
@®, Menthyl salicylate, 0.1% 1 cm. 


seems to be even less information. Some are inorganic 
compounds; some, organic with chromophores quite 


different from those in Table I (e.g., oils); some, mix- 
tures of compounds of natural origin (e.g., resins, tan- 


nins). Relatively few compounds have been added to 
the lists recently (48). Many foreign preparations are 
patented and the chemical nature of the materials is 
not divulged. 
which absorb the sunburn ultraviolet but which cannot 
be included until the information becomes available. 


Therefore other compounds may exist 


Absorption Spectra 


The absorption spectra of a number of representa 
tives of each of the families in Table I and of a few 
members of ‘Table Il were determined and are given 
below. It would have been more interesting if all of the 


compounds had been tested, but unfortunately many 
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umbelliferone (0.01 and 0.001%), cinnamic acid (OJ and 0.001% 


Ibosrption spectra of pyrones and cinnamates: p VMethyl 


benzyl cinnamate (0.05%), and homomenthyl cinnamate (0.005¢ 


all in alcohol, 


8-Methyl umbelliferone, alc., 1 em., 0.001% 
B-Methyl umbelliferone, ale. 1 em. O01 
@. Homomenthyl cinnamate, 0.005 ale. O45 en 
~ Benzyl cinnamate, O08. ale 5 6 
~ Cinnamic acid, ale. 1 cm. O01, 
Cinnamic acid, alc., 1 em., 0.1%. 
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Taste [11.—ExtinctTion CoOBFFICIENTS FOR SUNSCREENS* 
Compound State Solvent MWeihe. Coethcieat® Concentratioa, 7‘ 
Ethyl p-dimethyl aminobenzoate s Alcohol 194.13 1 x 10-* 
Ethyl p-aminobenzoate s Alcohol 165.19 2x 10-* 
Isobutyl p-aminobenzoate ~ Alcohol 193.13 2x 10-* 
Menthy] anthranilate I Alcohol 275.374 5 X 10-* 
Homomenthy! salicylate I Alcohol 390.38 2.5 x 10-* 
Pheny! salicylate s Alcohol 214.08 5 X 10-* 
Menthy! salicylate 1 Alcohol 276.19 5 X 10-* 
Amy] salicylate 1 Alcohol 208.12 5 x 10-* 
Isoamyl salicylate I Alcohol 208.12 5 x 10-* 
Benzyl salicylate 1 Alcohol 228.13 1 xX 10-* 
Cinnamic acid s Alcohol 148.06 1x 10-* 
Benzyl cinnamate s Alcohol 238.11 1 xX 10-* 
Homomenthyl cinnamate 1 Alcohol 300 .32 5X 10-* 
8-Methyl umbelliferone $ Alcohol 176.066 5 X 107 
2-Naphthol 6-sulfonic acid s Water 304.28 5 xX 107? 
2-Naphthol 8-sulfonic acid s Water 304.28 1x 10-3 
3-Hydroxy-2 naphthoic acid $ Alcohol 188.17 5 xX 107? 
Acetanilide s Alcohol 135.08 1x 10" 
Violuric acid s Alcohol 157.05 1 x 107? 
Benzylacetophenone 5 Alcohol 208 . 096 1 x 10-* 
Quinine sulfate s Alcohol 48.39 4 xX 10-* 











* Tannic acid, lanolin and petrolatum, being mixtures, are omitted from this table. Tannic acid consists of a mixture of gallic 
digallic acids, pyrogallol, ete., lanolin consists chiefly of cholestery and isocholestery! esters of higher fatty acids; petrolatum 
consists of semisolid hydrocarbons of the methane series 

In each case the first value is for a 0.5-cm., the second for a 1.0-cm. layer of solution in the quartz cuvettes. 
In grams per 100 ml. of solvent 
4 These show great deviations from the Lambert-Beer law 








were unobtainable at the time attempts were made to 
get them. The information available, enables one to see 
that the absorption is quite distinctive for many com- 
pounds, and that some compounds suggested in the 
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Fig. 5.—Absorption spectra of naphthol sulfonates: 2-naphthol-6- 
sulfonic acid (0.01%), 1-naphthol-5-sulfonic acid (0.001%), and 2 
naphthol 8-sulfonic acid (0.01%) all in water. 
, 2-Naphthol-6-sulfonic acid, 0.01%, 0.5 cm. 
@, 1-Naphthol-5-sulfonic acid, 0.001%, 1 em. 


2 Naphthol S-sulfonic acid, 0.01%, 0.5 cm. 


literature as potential sunscreens are really unsuitable 
for the purposes for which they were meant. 

From Fig. 1 it may be seen that both isobutyl and 
ethyl p-aminobenzoate have absorption spectra which 
fit them well as sunscreens, the extinction between 3150 
and 2900 A. being fairly high. Menthyl anthranilate, in 
the same figure, on the other hand, shows a great de 
cline in the very region where the greatest absorption 
Homomenthyl Fig, 2, which 


proved good in formulations (2) shows a very high ab 


is desired. salicylate, 
sorption at 2970 A., the maximum for the erythema 
action spectrum. In this respect, it is better than pheny! 
salicylate, shown in the same figure. Amyl salicylate, 
isoamyl salicylate and menthy! salicylate all show satis- 
factory sunscreen absorption, as shown in Fig. 3. The 
salicylates as a group appear to be good sunscreens. 
Cinnamic acid, homomenthyl cinnamate, and benzy} 
cinnamate (Fig. 4) all show fairly satisfactory absorp- 
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Fig. 6.—Absorption spectra of 3-hydroxy-2-naphthoic acid and 
oxynaphthoic acid both 0.005% in alcohol, 
3-Hydroxy-2-naphthoic acid. 


@, &,8-Oxynaphthoic acid 


tion as sunscreens, whereas B-methyl umbelliferone be- 
comes opaque at much longer wave lengths and might 
be considered undesirable by some for that reason (14) . 

Of the naphthol sulfonic acid series, l-naphthol 5- 
sulfonic acid might be considered best since the extinc- 
tion coefficient is highest at 2970 A. Table III.) 
The absorption spectra are shown in Fig. 5. From Fig. 
6 showing the absorption by the naphthoic acids, it is 
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apparent that 3-hydroxy-2-naphthoic acid is bette: 
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Fig. 7.—Absorption spectra of acetanilide (0.1%), violuric acid 


0.0100), and dibe nzalacelo phe none (0.0019 ) all in alcohol. 
Violuric acid, 0.01%. 


e. Icetanilide, 


, Dibenzalace lophe none, 


0.190. 


0.001%. 
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Fig. 8.—Absorption spectra of tannic acid in water (0.005%) and 
quinine sulphate (0.01%) in alcohol. 
, 0.005% tannic acid in water, 0.5-cm. tube. 


@, 0.1% quinine sulfate in alcohol, 0.5 em, 
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0.5% carbolated petrolatum all in petroleum ether. 


Ibsorption spectra of 0.5% lanolin, 1% petrolatum, and 


, Carbolated petroleum jelly (0.59) in pe troleum ether, 0.5-cem., 
cuvelle. 
@, Petrolatum (1.09%) in petroleum ether, 0.5-cm. cuvette. 


Hh, Lanolin (0.5%) in petroleum ether, 0.5-cm, cuvette. 


than 8 oxynaphthoic acid since for equivalent percentage 
concentrations the extinction at 2970 A. is greater (see 
‘Table IIT). 

In Fig. 7 are given the absorption spectra for ace 
tanilid, dibenzalacetophenone, and violuric acid. Ace- 
tanilid is useless as a sunscreen, dibenzalacetophenone 
not too good, violuric acid fair. In Fig. 8 are given data 
for tannic acid and quinine sulfate, both of which seem 
fair. Boric acid was also tried but its absorption spec- 
trum is omitted since the absorption is slight and no 
specific bands appear in the region of interest. 

In Fig. 9 are data for petrolatum, carbolated petro 
latum and lanolin, given in answer to the question 
often asked—“How effective is natural fat or grease?” 
It is apparent that lanolin is of little value in absorbing 
erythemic rays. Ordinary white petrolatum absorbs 
more strongly, possibly due to aromatic impurities. 
Carbolated petrolatum is still better, as might be ex- 
pected from its content of carbolic acid. In view of this, 
it would be interesting to compare the effectiveness of 
carbolated petrolatum with that of other sunburn 
preparations, but no such test has been reported. 

In Table III are given the extinction coefficients at 
2970A. for the this de- 
termination the Lambert-Beer law was used: 

r=I/l = 
where k is the molecular extinction coefficient, ¢ the 
concentration in mole per liter, and / the thickness of 
the absorbing layer in centimeters; e is the base of the 


various sunscreens tested. In 


natural system of logarithms. The density reading ob- 
tained on the Beckman spectrophotometer is related to 
k in the following manner: 
D in, i ji kel 
k Dicl 
In obtaining the extinction coefficients the com 
pounds were successively diluted until there was little 
deviation from the Lambert-Beer law for the 0.5- and 
1.0-cm. cuvettes. In many compounds, deviations were 
slight over fairly wide concentration ranges. In others, 
on the other hand, the deviations were very marked. 
Some of these are indicated in the table. It is possible 
that in higher concentrations these compounds show 
some sort of molecular association which greatly de- 
creases their absorption. 
It would be desirable to have data on the specific 
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absorption of all of the sunscreens listed Tables | 
and II and on their stability under irradiation. Before 
they can be used commercially in preparations, it is also 
necessary to know whether they are nontoxic, nonsen- 
sitizing, and nonirritating to the skin. While some of 
the pertinent facts have been obtained for some com- 
pounds, in many cases the information is not yet pub- 
lished. DeNavarre (7) gives data on some of the com- 
pounds as well as percentages recommended. Giese 
and Wells (2), Winter (49), and Grill (48) and La- 
housse, et al. (55), give some recent formulations. In 
many other cases necessary data have not been ab- 
tained. It is hoped that such information will become 
available in the literature.* 

2 In formulating ointments or lotions, sunscreens may be used directly as 
the only protective material present (50). In many cases, however, in ad- 
dition to the sunscreen, a scattering compound is added which attenuates 
the ioe partly by absorption but mainly by scattering. Calamine (zine oxide 
and 0.5% ferric oxide (25), — (34), lithopone (zinc sulfide, barium 
sulfate, an some zinc oxide, (28), magnesium oxide (2), tale (34), titan- 
ium dioxide ( 16, 27, 28), ond zine oxide (16,51) have been used. In case 
such scattering agents are employed, the ointment or lotion becomes white 
unless colored by some pigment such as burnt umber or ochre to resemble 
skin. Popular preference seems to be against scattering agents, Some sunburn 
preventive preparations with scattering materials are given in (2) as well 


as in most handbooks such as Harry (52) and deNavarre (7). See also Grady 
(53) for a consideration of scattering agents. 
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Every time the clock ticks the federal government 
spends $210 more than it takes in. 
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SCREW CAP CLOSURE STUDY 


Reported by Drug & Pharmaceutical 
Committee of the Packaging Institute 


STUDY of the special problems con- 

nected with screw cap closures in the 
drug and pharmaceutical industry has just 
been distributed to the interested members 
of the Packaging Institute, according to an 
announcement by H. Earl Nack of Sharp 
and Dohme, Philadelphia, chairman of the 
Institute’s Drug and Pharmaceutical Pack- 
aging Development Committee. Carl B. 
Burnside of Eli Lilly was in active charge 
of the study in which 34 companies partici- 
pated by reporting their practices. 

For volatile liquids the report shows that 
Vinylite was the most popular facing, clo- 
sure liners of foil, Saran and Pliofilm being 
the second choices. Foil, however, takes first 
place where special closures are used for 
chloroform containing liquids but, oddly 
enough, some concerns feel that no special 
precautions are needed. Where volatile 
oils, essential oils and organic solvents are 
packaged, foil is again the first choice for 
a liner facing. 

Corrosion of metal caps is always a prob- 
lem, but no one reported any comparable 
difficulties with molded plastic screw caps. 

Eight different types of special closures 
were used by seventeen different companies 
for antibiotics and similar hygroscopic dry 
materials, with the majority exercising con- 
siderable control over screw cap applica- 
tion and torque. 

Moisture vapor transfer data pertaining 
to liner facing was used by the majority of 
the companies reporting on this phase of 
the problem but most users rely on the cap 
manufacturer's data instead of measuring it 
in their own laboratories. 

In spite of the functional need for high 
resilience of cap liners, upward of 80 per 
cent of the users do no testing of cork o1 
pulp liners, but those who make such tests 
are very exacting in their requirements. 

Testing of the breakage strength of plas- 
tic closures, by hand and by machine, and 
the frequency of such tests is indicative of a 
trend toward greater care in this field. 

One of the more interesting aspects of 
the report is the survey of the methods and 
duration of tests of new closures, for some 
tests run as long as 8-12 weeks under accel- 
erating conditions or 1 year under room 
conditions. It is likely that standardization 
of these testing methods in this area will 
soon be recognized as a need. 
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How Do You Look to Others? 


N the days of the economic robber barons, so-called, 

corporations were known for an attitude expressed 
by one of their leaders in the phrase “The public be 
damned!” Since those days big businesses have become 
humanized in more ways than you can count... and 
not by legislation alone. 

Call it what you will—some call it “public relations” 

the best definition is that it is corporate good man- 
ners and good morals. Good public relations creates a 
better understanding between the corporation and its 
public as to its methods and its response to public 
needs. 

How you look to others is best determined by your 
emphasis on courtesy and friendliness, frankness and 
honesty, service and fair dealing, vision and foresight. 

Public relations is not a mere gesture of goodwill. 
Rather, it is a daily responsibility of every member of 
the corporation and every employee. Employee actions 
in all company activities determine and reflect the cor- 
poration’s good manners and good morals. 

Briefly, a company’s public relations policy and prac- 
tice seek to smooth the way between the company 
and the customer; seek to inspire the customer with 
confidence, to make him feel the respect which the 
members of the corporation have for him and his trade. 
Public relations has to do with the quality of product, 
the treatment of customer and visitor, the handling of 
complaints, the cleanness of a shop floor, the intelli- 
gence and fairness of all personnel; administration 
policies and practices affecting the comfort, happiness, 
efhciency and opportunity of employees; the friendly 
courtesy of a salesman, the content and form of outgo- 
ing letters, the accuracy of invoices, the service of tele- 
phone attendants, receptionists and custodians; and 
perhaps, above all else, the constant practice of com- 
mon courtesy in all human contacts and relations .. . 
in brief, the acceptance and practice of the 
Rule. 

How you look to others may demand some real soul- 
searching, but corporate good manners and good mor- 
als have a way of paying off in increased business and 
greater profits.—Stokes News. 
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Patents Available for Sale 


| bers following patents are available for licensing or 
sale. Full information about them is available by 
writing directly to the U.S. Patent Office, Washington 
25, D.C. 


Stabilization of Fatty Materials. Pat. 2,374,234. 
Patented Apr. 24, 1945. A method of treating fatty mate- 
rials to improve the reversion resistance by incorporating 
into the fatty product prior to or during deodorization a 
small amount of any antioxidant material, such as gum 
guaiac. Group 20-11. Reg. No. 8,628. 


Ribbon Soap. Pat. 2,202,974. Patented June 4, 1940. 
A ribbon soap in which the component particles are col- 


lapsed tubes with a continuous smooth surface. Group 
28—41. Reg. No. 8,814. 
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Soap Product. Pat. 2,202,973. Patented June 4, 1940. 
A tubular soap product of small diameter and thin walls 


which is readily soluble in water. Group 28—41. Reg. No. 
8,813. 


Testing A New Product 


HE services of this countries 250 or more commer- 

cial testing and consulting laboratories are used to 
crack many tough new-product material, processing, 
and manufacturing problems. These services are also 
helpful in testing new products before release to the 
market. By having such laboratories put a_ product 
through grueling tests the “bugs” may be eliminated 
before customers have the chance to complain. The 
tests also will show just how this product compares 
with leading competitors’ products. One may also get 
a good idea in just what way his product is superior or 
inferior and how it must be improved to meet com- 
petition. 

In addition to testing a new product in a laboratory, 
many types of products also should be tested under 
actual-use conditions. This is necessary because many 
flaws will not develop until the product is actually put 
into use. Many manutacturers feel that such user tests 
should be made with products actually produced on 
the production line, rather than with laboratory-made 
products. This is considered necessary because often a 
production-line item is an entirely different product 
from the same item made in the laboratory. 

Testing of the product under actual-use conditions 
may be done in many ways. Among them are: 

1. Placing it in homes of company executives or em- 
ployees. The disadvantage of this method is 
that employees are biased in favor of their own 
products. 

2. Testing nearby homes and offices. This proce- 
dure is expensive and may require a large num- 
ber of models. 

3. Obtaining cooperation of retail stores and making 
arrangements to prepare displays. Company 
representatives talk to customers as they come 
in. Manufacturers often rent store space tor 
such purposes or may even maintain their own 
laboratory stores. 

1. Testing on visitors to the company. 

5. Testing by consumer panels or juries. Many com- 
panies maintain their own consumer panels. 
Others engage the services of advertising agen- 
cies, market research agencies and other organ- 
izations which maintain consumer panels.— 

Gustav E. Larson, Dept. of Commerce. 


There is a fellow who says that he works in the most 
unusual office in the world. A file is never lost; secre- 
taries don’t sit on correspondents’ laps while taking dic- 
tation; the receptionist isn’t beautiful; and the boss has 
never appeared in one of those “Men of Distinction” 
ads.—Phoenix Flame. 


The one continuing, unchanging and unchangeable 
thing is character. A business built with conscience as 
its architect and character as its cornerstone, is des- 
tined to stand four square and firm.—Warren G. Hard- 
ing. 
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ure Christmas promises to be a good one for cos- 

metic and perfume manufacturers. ‘The world situa- 
tion, unfortunate as it is, will result in a large volume 
of sales in gift items. Christmas packages, most of them 
designed before Korea, reflect the gaity of the tradi- 
tional season as well as price values favoring the con- 
sumer. This year’s Christmas items include many pack- 
ages sold at prices planned for the pre-Korean market. 





Red velvet is the cover for Parfums Corday’s Jewel 
Box package for three of its fragrances. The box is 
lined in ivory satin and features a removable plat- 
form for easy conversion into a dressing table jewel 
Available in ‘Toujours Moi, Fame, or Zigane 
perfumes with matching toilet waters, it retails for 


box. 


$4.50 plus tax. ‘Two of the cologne bottles are reproduc- 
tions of Corday perfume bottles. The container for 


Fame is a purse flagon. 





Christmas Duet by Dermetics, Inc., New York, is a 
Christmas Red lipstick and 1199 Perfume in a gold 
capped purse vial. Designed by Martial & Scull, the 
combination is packaged in a set-up box and sells for 
$2.50 plus tax. 
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Wine Basket by Harriet Hubbard Ayer is the con- 
tainer for an assortment of fragranced items in either 
Golden Chance or Sweet William odors. The basket 
shown containes cologne and atomizer, bath oil, dust- 
ing powder and three cakes of hand soap, all bedded 
in shredded cellophane and enclosed by the pale rose 
satin ribbon with bow which ties around the basket. 
Both the Golden Chance and Sweet William Wine 
Baskets sell for $10.00 not including tax. 
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A Gay Nineties replica of the first Richard Hudnut 
pharmacy serves a package for two ounces of Hudnut’s 
Gemey toilet water. Selling for $1.50 plus tax, the toilet 
water is contained in a faceted bottle with a gold- 
colored cap. 
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Gingerbread men made of poly- 
ethylene containing cologne are 
part of the Tussy Ginger Spice line 
for children as well as adults. ‘The 
two bottles in a pink and green box 
sell for $2.25. 


Merry Christmas from Schiapa- 
relli Perfumes is an $8.00 bottle of 
Sleeping perfume in a cone shaped 
outer box. The blue cone is designed 
to allow the flame shaped stopper of 
the candle bottle to be seen when 
the box is closed. 


Yardley’s men’s gift set comes packaged in a folding 
box decorated in blue and red with game animals in the 
design. Inside it are packed talc, shaving soap, and after- 
shave lotion on a background of gold scrolls. The set 


retails for $3.50. 
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Three Musketeers by Lentheric 
has three ounces each of after-shave 
lotion, after-shave powder and Tan- 
bark cologne in an outer wrapper of 
red, white and gold. It costs $2.25. 


Tree ornament by Charles of the 
Ritz has a one dram perfume flagon 
nestling in the center. Filled with 
Directoire perfume, the flagon has 
a scrolled gilt cap with a Napole- 
onic crest. It retails for $3.50 plus 
tax. 


Hobnail Cologne by Wrisley fea- 
tures a hobnail bottle which can be 
made into a lamp by the addition of 
a fixture available for 50 cents. The 
bottle cests $1.00. 


Bath bubbles set in a crisp white 
Christmas tree is an original package 
from Tussy. The tree with a dozen 
bubbles retails for $1.00. 


Blue Grass set by Elizabeth Arden includes dusting 
powder, hand lotion, hand soap, cologne and atomizer. 
Selling for $6.00 plus tax, the outside of the package is 
decorated with the Blue Grass horse design and ribbons 


running around the box. 
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Christmas Packaging 





Bonbonnettes of cologne, are one of Roger and Gallet’s 
Christmas packages. The containers are one ounce rep- 
licas of demijohns packed three to a sleeve, each bottle 
with a different fragrance. The package sells for $3.00. 









A Pink foil hatbox in miniature with a satin ribbon 
loop serves as a package for the DuBarry Petite Modiste 
by Richard Hudnut. The package retails for $2.50 plus 
tax and contains two ounces of DuBarry Cologne Con- 
centree and four ounces of Talc Sachet. 





» 


Sportsman men's preparations, manufactured by 
John Hudson Moore, Inc., New York, have introduced 
a shower soap attached to a cotton rope in one of the 








Cologne Collection by Prince Matchabelli is a repeat 
from last Christmas, but in a new color scheme, frost 
pink and black. The chest with two sliding drawers 
holds six two-dram bottles, each with a different co 
logne fragrance. The collection sells for $3.25 plus tax. 


company’s Christmas packages. Designed to prevent the 
soap from escaping the user, the rope may be hung 
from the shower handle. Also included in the $3.75 kit 
are talc, lotion and a tube of shaving cream. 





Hidden Treasure by Gourielli is a box with a re- Dream Boat made of styrofoam is the holder for 
liel design holding dusting powder and puff in the top) Chen Yu, Inc. nail lacquer and lipstick. Selling for 
and having a sliding drawer which opens to reveal a $1.00 plus tax, the combination features a new bottle 


two dram bottle of bath oil. It sells for $4.50. with a finger rest on each side. 
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Modern Credit Executives 


HE modern credit executive is no longer the “man 

with whiskers and horns” but “a sales-minded busi- 
ness engineer” who is eager to work closely with the 
sales department for increased sales, according to Sol 
Fuchs, national credit manager of Park & Tilford. 

A good credit manager must be a good salesman 
who sells service and good-will, who makes periodic 
trips into the field to meet with his company’s custom- 
ers on a personal basis and who stands ready at all 
times to pass along to the sales department the benefit 
of his business experience and judgment. 

“Credit men fully realize that sales are the lifeblood 
of a business,” he stated in an address. ‘They realize 
that sales organizations are again faced with the neces- 
sity of expanding present markets. This drive for new 
business will result in tremendous pressure being put 
on the credit manager. Credit men are willing and able 
to assume responsibility in the drive for new markets 
and plus business. Their experience and knowledge of 
markets and customers can prove to be of invaluable 
help to the sales department—especially, where new 
personnel is concerned. Credit men can direct their 
sales efforts, with a minimum of wasted time and 
money, toward customers known to be _ financially 
sound, 

Management and sales executives should take full 
advantage of the credit executive’s knowledge, experi- 
ence and contacts by having him sit in at planning 
conterences. 

The credit executive’s knowledge of a territory—its 
business habits, its potential consumption, its level of 
prosperity and its distributors’ financial condition— 
could be the determining factor in deciding whether 
or not to launch an all-out sales drive in that territory. 

For the credit manager to be successful today it is 
necessary that he get out into the field and visit his ac- 
counts, sit down with prospective customers whose fi- 
nancial status is in doubt, discuss the financial prob- 
lems of these customers and offer suggestions for im- 
proving their financial condition. 

Sales executives should encourage their credit men 
to accompany them on trips into the field to the end 
that the credit executive may see for himself the prob- 
lems sales executives encounter in their tireless efforts 
to increase sales. The job of the modern credit execu- 
tive is to help the sales manager choose the type of ac- 
count which will result in building sales on a lasting 
and profitable foundation. 


What Devaluation Means 


| ACK in 1930, I decided to take out a small insur- 
ance policy in France to help meet my son’s tui- 
tion expenses if anything should happen to me while 
we were over there. I took out a 20 year life policy. 
Having the money available and not wanting to be 
bothered with quarterly or annual premiums, I paid a 
single flat rate. At the end of 20 years I was to receive 
for the amount I had invested, 50,000 francs which, at 
the time of my investment, represented $2,000. My 
policy expires next year and if I were able to get the 
francs transferred to this country, I would be receiving 
$142.86 at the present rate of exchange. That’s bad 
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enough but just imagine that if I had taken out a long- 
term policy in 1914, at which time 50,000 francs repre- 
sented $10,000, I would have lost 9814% of my savings. 
That is what devaluation means.—Fred G. Singer. 


Change! Change! Change! 


ANY a business man looks forward hopefully to the 

day when his business will be so established that it 
practically runs itself. He pictures himself in foreign 
lands, playing golf, or pursuing some hobby while his 
business goes successfully on, making the same stand- 
ardized product, with dollars continuing to roll in. 

It’s a pretty dream. Too bad it is so seldom realized. 
But there’s no such thing as standardization of the com- 
plete and final variety. Just about the time you think 
there is, some nut comes along with a new product, or 
an improvement in an established product, and all of 
your carefully made plans are laid waste. 

Thus, today, we have the automobile, the electric 
refrigerator, the vacuum cleaner, the radio, the air- 
plane, the talkie, and many other conveniences which 
have replaced other one-time conveniences which 
may, in turn, be replaced with other conveniences. 

‘Those who have scoffed the loudest at the ideas of 
wild inventors, or turned deaf ears to the wishes, re- 
quests and DEMANDs of the consumer have been known 
to come down to their office some morning only to find 
their fine old established business was no longer wanted 
or needed . .. or, at least, not to the degree that it had 
been in the past. 

We are living in an age of change—an age which 
promises further acceleration of the idea. We can no 
longer assume that the demands and needs of tomor- 
row will be the same as those of today. The manufac- 
turer who assembles an organization of flexible equip- 
ment and flexible minds will go far into the future. His 
less discerning competitors will be unable to cope with 
this condition of change.—Dart Smith in Phoenix 
Flame. 


Returned Goods Problem 


E TURNED goods and allowances to retailers aver- 

age between 2° and 3°; of wholesale drug sales. 
They are an important element in operating cost. In 
the case of allowances made because of errors in pric- 
ing or errors in shipment, obviously the wholesalet 
should assume this cost and make the adjustment. In 
the case of manufacturers’ goods which are outdated, 
spoiled, or damaged, it is an expensive procedure for 
the wholesaler to handle returns. Similarly, of course, 
these returns are expensive for the manufacturer to 
handle direct. However, in most instances the han- 
dling of this type of returns directly between the manu- 
facturer and the retailer is preferable. This is especially 
true since most retailers deal with two or more whole- 
salers and some of them may purchase merchandise di- 
rect, thus making it impossible for the wholesaler to 
know whether or not he originally supplied the re- 
tailer with the merchandise. The handling of returns 
in the most expeditious manner is a problem warrant- 
ing the careful attention of both manufacturers and 
wholesalers. Reports from wholesalers indicate that 
this return goods problem is becoming more serious.— 


N. W. D. A. 
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MYL CINNAMIC ALDEHYDE is one of the most 
useful ingredients available to the skilled per- 
fumer. As is well known it is largely employed in 

the creation of jasmine type odors where it serves to 
reproduce the aroma of the living flowers with fidel- 
ity; and it is also used to advantage in other flower 
oils. The acetals, which are readily prepared, possess 
interesting odors. 

The following paragraphs are from the forthcoming 
book “Perfumery Synthetics and Isolates” by Dr. Paul 
Z. Bedoukian, which will be available within a few 
months. 

The discovery of amyl cinnamic aldehyde is an ex- 
ample of the results that may be achieved by planned 
research, which in this case led to the development of 
an entirely new and very valuable perfumery synthetic. 

It has been reported! that in 1920-1921 price fluctua- 
tions of certain natural oils led to a more intensive 
search for synthetic perfumery materials. At that time, 
a firm in France was using large quantities of un- 
decylenic acid obtained by the destructive distillation 
of castor oil, a process which leads to the formation ol 
considerable amounts of heptaldehyde. Since there was 
then litthke demand for this aldehyde, this firm decided 
to undertake a research project with the view of find- 
ing a use for this accumulating by-product. An exami 
nation of the products derived from heptaldehyde by 
Le Sech led to the 
aldehyde. 


discovery of amyl cinnamic 

The discovery of this compound enabled perfumers 
to create jasmine type odors of remarkable fidelity to 
the flower. In common with many other new 
thetic perfumery materials, its constitution was not re- 
vealed and it marketed 
(Flosal). 

Some years later, Michelet prepared a number ol 
homologs of amyl cinnamic aldehyde and reported on 
their odor qualities.’ 


syn- 


was first under a trade name 


The constitution of amyl cinnamic aldehyde became 
known to the trade shortly thereafter, and its produc- 
tion under various trade names was begun by many 
firms. The process was patented in 1927 in Switzer- 
land, and this was followed by other patents that de- 
scribed the manufacture of the homologs of this com- 


* Compagnie Parento. Advance chapter from forthcoming book Perfumery 
Synthetics and Isolates. 


& Essential Oil Review 


PAUL Z. 


Amy] Cinnamic Aldehyde 


Methods of manufacture, physical constants, chemical 
properties, evaluation and analysis as well as data on 


trade and commerce in this valuable perfumery synthetic 


BEDOUKIAN* 


pound. A report on the synthesis of amyl cinnamic 
aldehyde which appeared in the literature in 1928* dis- 
closed that condensation of benzaldehyde with heptal- 
dehyde in the presence of dilute, aqueous, alcoholic 
alkali gives amyl cinnamic aldehyde possessing a pleas- 
ant odor. 

It has been reported* that a number of the acetals of 
amyl cinnamic aldehyde interesting odors. 
These acetals are readily prepared in the usual man- 
ner by treating the aldehyde with the alcohol in the 
presence of | per cent hydrogen chloride. The dimethyl, 
diethyl, diproyl, and diisopropyl acetals possess 
a jasmine-like odor, whereas the diamyl and diisoamyl 
acetals have a cocoa type aroma. Acetals of the higher 
alcohols such as benzyl and phenyl ethyl alcohol are 
reported to be odorless. These acetals are useful be- 
cause of their greater stability toward alkali 
oxidation. 


pe SSCSS 


and 


Methods of Manufacture 


In view of the simplicity of its method of prepara- 
tion and the fact that amyl cinnamic aldehyde was 
marketed for some time before its structure was dis- 
closed, the only patents taken out in the early days were 
those by I. G. Farbenindustrie which covered the pro- 
duction of amyl cinnamic aldehyde in Switzerland’ and 
others® which did not mention amyl cinnamic alde- 
hyde but described the preparation of a number of 
its homologs, such as the condensation products with 
aliphatic aldehydes (other than heptaldehyde) 
benzaldehyde, cinnamic aldehyde, etc. 

In this and other processes where heptaldehyde (I1) 
is condensed with benzaldehyde (III) in the presence 
of alkali, there are two or more competing reactions: 


with 





pou 
CHO CH:C*CHO 
A> S 
(\ + CH3'(CHz)q°CH2-CHO————> ||| 
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| 
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CH,-(CH2)4°CH,-CHO— > CH;"(CH3)5°CH:C*CHO 


Iv 


It is thus apparent that in addition to the amyl cin- 
namic aldehyde (II), amyl nonenealdehyde (IV) is also 


formed. Any further products which result from the 
condensation of heptaldehyde with the above (I and 
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IV) are very high boiling compounds and their sepa- 
ration by distillation is a comparatively simple matter. 
Amyl nonenealdehyde, however, has a boiling point 
which is reported to be 10° lower than that of amyl cin- 
namic aldehyde at 5 mm. pressure, so that the complete 
separation of the two by fractional distillation is very 
difficult. Were amyl nonenealdehyde odorless or similar 
in odor to amyl cinnamic aldehyde, its presence in com- 
mercial amyl cinnamic aldehyde would not present any 
objectionable features. Unfortunately, this compound 
possesses a rather unpleasant, rancid odor, and further- 
more is subject to rapid oxidation leading to other 
compounds of unpleasant odor.? Thus, unless condi- 
tions of manufacture are carefully controlled to keep 
the self-condensation of the heptaldehyde to a mini- 
mum, and any amyl nonenealdehyde present removed 
by careful fractionation through efficient columns, the 
resultant product may not have the intense floral char- 
acter of the pure amyl cinnamic aldehyde. 

A comparatively recent patent’ describes a novel 
method of aldol condensation. In order to avoid the 
self-condensation of heptaldehyde, it is added in the 
form of its bisulfite compound. As a result the aldehyde 
is liberated under the influence of alkali and, since at 
the moment of its formation it comes in contact with a 
large excess of benzaldehyde, the tendency is to form 
amyl cinnamic aldehyde instead of condensing with it- 
sell. ‘he possibility is not overlooked that, at the mo- 
ment of the decomposition of the bisulfite, a particu- 
larly active form of the aldehyde such as its hydrated 
form, R-CH(OH), may result. The method is claimed 
to give amyl cinnamic aldehyde practically free of amy! 
nonenealdehyde. ‘The procedure described in the above 
patent is as follows: 


“A solution is prepared by dissolving 80 parts of potassium 
hydroxide in 300 parts of water and 500 parts of methanol. 200 
parts of this solution are added to 150 parts of benzaldehyde 
over a period of three hours. There is gradually added at 
25°-30° C. the remaining 680 parts of the alkali solution and 
simultaneously the equivalent of 79 parts of n-heptylic aldehyde 
in the form of its sodium bisulfite compound. The reaction 
mass is diluted with 1500 parts of water and the reaction prod 
uct isolated according to known methods. After purification by 
distillation in a vacuum, there is obtained 120-124 parts of 
pure alpha-amyl-cinnamic aldehyde and 72 parts of benzalde- 
hyde.” 


The patent gives similar methods for the prepara- 
tion of a number of the homologs of amyl cinnamic 
aldehyde. 

A Russian patent® describes the condensation of benz- 
aldehyde with heptaldehyde in a 50-60 per cent aque- 
ous-alcoholic solution. The condensation has been 
studies in some detail'’ and is reported to give such by- 
products as benzyl alcohol, benzoic acid and esters, 
probably heptyl heptoate, and benzyl benzoate. 

\myl cinnamic aldehyde is a pale yellowish liquid 
possessing an intense odor which on dilution recalls 
jasmine. Its constants, along with those of amyl no- 
nenealdechyde are given below. . 








aie 





Amyl cinnamic aldehyde 


153-154 (10 mm.) 0.9715] 1.£551 
140 (5 mm.) 


Oxime m.p. C. 118 
Semicarbazone m.p. C.118 


130 (5 : 
| Amy] nonenealdehyde (5 mm.) 


| 0.8520} 1.4596 
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The physical constants of a number of homologs of 
amyl cinnamic aldehyde have been reported"! which are 
of interest. 

















B.p.°C 











































Methyl cinnamaldehyde 131-132 (16 mm.) 1.040015 Cinnamon 
Ethyl cinnamaldehyde 108.5 (5 mm.) 1.0109). Spicy 

Propyl cinnamaldehyde 104.5 (3 mm.) 1.0000, Spicy amber 
Butyl cinnamaldehyde 114.0 (3 mm.) 0.980 1s Green leaf 
Hexyl cinnamaldehyde 140-141,5 (3 mm.) 0.9455, ;. Jasmine 
Hepty! cinnamaldehyde 0.9417 Leafy 

Octyl cinnamaldehyde 150.0 (3 mm.) 0.37515 Mild almond 
Nonyl cinnamaldehyde 166.0 (3 mm.) 0.941015 Weak aromatic 
Decyl cinnamaldehyde 166.0 (5 mm.) 0.934229 Weak 


Phenyl cinnamaldehyde 169.0 (5 mm.) Odorless 





Although a number of the above mentioned com- 
pounds possess odors that are of interest to perfumers, 
they have not attained commercial importance because 
the aliphatic aldehyde used is prohibitive in price. Hep- 
taldehyde is abundant as a by-product in the cracking of 
castor oil by the paint industry and is normally available 
in large quantities at a very low price. 


Chemical Properties 


The commercial product is the trans-isomer as evi- 
denced by the fact that oxidation with silver oxide 
gives trans-cinnamic acid.'* Bogert and Davidson found 
that autoxidation of cinnamic aldehyde proceeds rap- 
idly at room temperature even in the dark with the 
production of benzoic, caproic, and cinnamic acids. 

On reduction with hydrogen and Adams catalyst, 
amyl cinnamic aldehyde is reduced to the correspond- 
ing saturated alcohol alpha amyl dihydrocinnamic al- 
cohol and the hydrocarbon 2-amyl-4-phenyl-propane.** 
It is possible to prepare the amyl cinnamic alcohol by 
treating the aldehyde with potassium benzylate™ at ele- 
vated temperatures. The odor of the alcohol is milder 
and somewhat different from that of the aldehyde. 

Because of its relative instability, amyl cinnamic al- 
dehyde often decomposes slightly on standing. It is not 
uncommon to examine an old sample of amyl cinnamic 
aldehyde and find it to possess an odor of benzalde- 
hyde and heptaldehyde. Since it oxidizes with ease, it is 
often marketed with the addition of traces of antioxi- 
dants. The addition of 0.5 per cent of diphenylamine is 
reported to stabilize it effectively.'® 

Although amyl cinnamic aldehyde undergoes many 
of the reactions common to aldehydes, these have not 
been thoroughly studied. 


Evaluation and Analysis 


Because of the very large quantities of amyl cinnamic 
aldehyde used by the soap, perfume, and cosmetic in- 
dustries, its manufacture has been brought to near 
perfection, and most commercial samples are of a high 
degree of purity. A good grade of amyl cinnamic alde- 
hyde has the characteristic, flowery odor free from the 
unpleasant green odor of amyl nonenealdehyde or 
from benzaldehyde, the latter resulting from the de- 
composition of amyl cinnamic aldehyde. 

Chemical analysis by oximation (see Determination 
of Aldehydes) should give an aldehyde content of over 
97 per cent. A good product should also be free from 
chlorine indicating that it has been prepared from a 
good grade of benzaldehyde. 
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Trade and Commerce 


The United States Tariff Commission has published 
the following statistics on the production and sales of 
amyl cinnamic aldehyde. 





P roduction Unit Value Number of 
Year Pounds Dollars P roducers Listed 
1937 50,187 1.80 8 
1939 67,932 1.44 9 
1941 120,900 1,42 10 
1944 80,300 1.61 6 
1946 67,000 1.94 8 
1947 125,300 2.53 12 
1948 115,600 2.10 10 


| 





Being an alpha beta unsaturated aldehyde, amyl! cin- 
namic aldehyde is relatively unstable and tends to de- 
compose slightly on prolonged storage. It is best to store 
it in a dark place in well-filled glass containers. 

Amyl cinamic aldehyde is usually shipped in glass 
containers. Tin-lined containers may be used, but the 
aldehyde should be transferred to glass containers for 
storage purposes. 
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What Women Think About Premiums 


\ OMEN love something for nothing. They take a 
childish delight in presents, surprises, extras. It’s 
only now and then that they stop to question where 
these extras come from and how they are paid for. 
\s an example of the difference in reactions of men 
and women to “free goods” I like to make this compari 
son: A new car is offered for sale and, as a special in- 
the ten 
washes. A man hearing the proposition says to himself, 
“They $1.00 to wash a car, 


costs them about 50 cents. 


ducement, dealer adds a bonus of free cal 


usually get 


g so it probably 


They certainly can aflord to 
throw in $5.00 worth when I’m paying more than a 
thousand for the car.” 

His wife, on the contrary, thinks something like this: 
“How 
nice for weeks and weeks, just when it’s new and I want 
it to look best.” 

Of course women don’t understand premiums. They 


marvelous! [ll save $10.00 and the car will look 


have them all mixed up with contests, I-cent sales, cou- 
pons that allow discounts, free samples, store promo 
tions. Some think “premium” means anything that is 
And all in all, while they think 
premiums are nice things to get, there are women who 


offered on the radio. 


do not always consider them as legitimate business. They 
consider them rather in the same way they might think 
of a fair which sets up shop in town some week in 
\ugust. They believe the fair will be fun, worth the 
price of admission, but they don’t necessarily think it is 
thoroughly honest. 
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This lack of faith in premiums is revealed in many 
ways. It shows up when women are agreeably surprised 
by a good premium. They also reveal their disbelief by 
their attitude when they send in for something. “What 
can I lose?” they say. “It’s only 25 cents. I guess I'll take 
a chance. It might be fun to see what you get.” 

his is an attitude that must be changed before pre- 
miums will really come of age. One way this will change 
is for the whole premium industry, in every phase and 
at all times, to follow the highest ethics. Every time a 
fair, well conducted premium is run it helps on the 
positive side. 

Ol course the most serious thing is the failure to send 
the premium at all, and we know this does happen 
occasionally. There is room here for some pretty serious 
ill will, and certainly every effort should be made to 
avoid damaging incidents. 

In many cases a heavy build-up is the weakest thing 
about a premium offer. For the children, it makes them 
expect too much, picture the premium so glamourously 
that anything that comes after is bound to be a letdown. 
For the adult, they feel the build-up is impossible, un- 
believable, and they sense that the whole thing is a 
farce. 

Can't your writers—especially radio writers—tell an 
exciting story about premiums and whip up a healthy 
desire for them without going overboard to the degree 
they now do? I think they can.—Charlotte Montgomery, 
condensed from Premium Practice 


Need for More Production 
THE demands for more production are large and com 
pellit different directions. 
The most important demand for more output comes, of 


and come from many 


ig 
course, from the huge unsatisfied needs of people for 
\nothei the 
need for increased support of those members of the 
community who are not able to work. These people 
consist, in the main, of two groups the elderly and the 


goods. strong demand comes from 


disabled. There are about 7.6 million persons above 65 
years of age who are neither earners nor wives of earn 
ers. A large number of these persons live on meager in- 
comes provided through pensions or old age assistance. 
In addition, there are about 3.7 million other persons 
of working age who are temporarily or permanently 
unable to engage in a gainful occupation, or to follow 
other normal pursuits. Larger incomes for the elderly 
and the disabled mean larger claims on the output cl 
industry. 


Cosmetic Excise Tax Collections 
lax collections for the period ending June, 1950 are: 


1950 19-49 1948 
January S 9,856,052 $ 9,648,063 $10,371,512 
February 11,654,681 12,984,776 12,290,714 
March 6,811,063 6,796,181 6,927,991 
\pril 6,985,099 6,913,884 6,927,991 
May 8,316,993 6,983,445 6,660,851 
June 8,136,742 7,625,450 7,283,509 
july 7,965,373 6,776,881 7,332,070 
August 7,807,221 7,506,518 
September 6,859,446 6,890,757 
October 6,760,409 6,335,804 
November .738,779 6,872.541 


7 
December 7,312,007 8,079,746 
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Every Day Is Election Day 


VERY day is election day in American industry in 

the sense that the American consumer by her pur- 
chases votes daily as to which companies shall succeed, 
grow large and stay large or vice versa, says Harold 
Brayman, director of public relations for E. I. duPont 
de Nemours & Co. 

No company can stay big except by the confidence 
of the people in the integrity and price fairness of the 
product, and by their vote, as purchasers, that they 
prefer it to others. 

Every time a man buys an automobile, he casts his 
vote—by a good democratic whether 
General Motors, or Ford, or Chrysler produces the 
best car for the money, or whether Nash, Hudson or 
Studebaker does; the determines which of 
these shall biggest. 

There is abroad today throughout the country a 
wide and frequently intense but completely unjustified 
feeling that big companies do not operate in the public 
interest. 

But let me remind you of two things: first, out of the 
small and medium sized businesses of today will come 
the big businesses of tomorrow; second, the small and 
medium sized businesses could no more exist without 
the big businesses than the big ones could exist with- 
out the small and medium sized ones. 

For example, if each manufacturer of nylon  stock- 
ings had to make his own nylon yarn, none of your 
wives would be able to afford the stockings. 

And let me remind you further that if big businesses 
are throttled today on the pretext that they operate 
against the public inerest, it will be only a brief inter- 
val before that tomorrow will arrive when medium and 
small businesses will be throttled in the same way and 
for the same reasons. 


SY stem—as to 


customer 


Overcoming Salesmen’s Fears 


N EVERY new salesman’s heart there are three basic 

fears; and unless we try to destroy them through sales 
training they will upset sales planning. 

David Sutton of the Kremers-Urban Co. in a talk be- 
fore the Milwaukee Sales Managers’ Club listed them 
as fear of self, fear of prospect and fear of job. In dis- 
cussing these he said that every new salesman is afraid 
of himself. There is nothing unusual about this. He is 
just like you or me when we are facing something new 
and something which looks difficult because we don’t 
know how to do it. If we recognize that a new salesman 
is afraid of himself, what does this mean in terms ol 
sales training? I think it means that our sales training 
must be directed toward the constant fortification of 
this man’s ego, toward the development of his sense olf 
power and skill, toward the creation in his heart and 
soul of a “power complex.” He may never be an expert 
but he must be made to feel that he is. In today’s com- 
petitive market, product training alone is not enough. 
\ full head of steam is not enough. No amount of old 
time sales-management evangelism will substitute for 
thorough sales training. 


The 


home 


selling game 


5 &* 


is usually played on the prospect's 
His desk 


right in front of him at all times. Unless he is trained 


territory. is home base and he has it 
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otherwise, it is easy for a new salesman to feel inferior 
to the prospect, particularly if he feels that the pros- 
pect has status and he doesn’t. This fear can be cru- 
cial. The salesman may come to feel a subordinate re- 
lationship to the prospect. He may even begin to feel 
that he is unwanted and a nuisance. We can overcome 
fear of prospect in sales training by imbuing our sales- 
man with the unqualified conviction that he has some- 
thing to sell which the prospect needs badly. When a 
man is convinced that he is performing a valuable 
service for the prospect, he loses all fear. He has status. 
When he walks up those steps and opens the door, it 
is not with fear. On the 
opportunity, 


contrary, it is a new 

No matter what we sell, we can make our salesmen 
feel that they are lifesavers, either directly or indi- 
rectly. We can give them an absolute conviction that 
they are respected factors in business for the simple 
reason that what they are selling is of genuine value 
and benefit to the person who buys it. When you make 
a salesman feel that he is a lifesaver, a new salesman is 
born. s 

The final problem of sales training is fear of job. No 
matter what you tell a man in training, he may feel 
that the product cannot be sold. When the trainee fears 
his job, he becomes convinced of it in spite of the sales 
records which we can show him. In fact, nothing we 
can say will alter his opinion that the product cannot 
be sold in his territory. There is only one way to drive 
out this fear of job. Let’s put our sales training on 
wheels. Let’s show the salesman that the product can 
be sold in his territory by selling it there for him, by 
showing him that he can sell it there himself. Let’s 
send out a highly skilled man with him, and show the 
salesman that he can create actual sales in 
territory. 


his own 


Since the pay-off in training is measured by the sales- 
man’s ability to persuade prospects to buy, there is no 
substitute for supervised doing. Once we put our sales 
training on wheels and show the salesman that he can 
sell the product in his own territory, he loses all fea 
of the job. He has become a salesman. 


Figuring Gross Profits 


IMPLE means of ready computation of sales prices 
7 are always convenient to have around particularly 
when quick computations must be made. The follow- 
ing figures may help to fill this need: 


If You Want ‘To Make 
\ Gross Profit OF: 


Add To The 
Cost Price: 
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175 Years of Perfumery | 


Houbigant to celebrate anniversary this year . . 
as a glove and perfume shop in Paris . . . Was _ per- 


fumer to Marie-Antoinette, Napoleon I and Queen Victoria. 


ROBERT K. NEWCOMB 


HE French and American house of Houbigant 

will celebrate the 175th anniversary of the found- 

ing of the French firm in October of this year. Be- 

gun in 1775 as a glove and perfume making and selling 

establishment, the company still has its offices at the ori- 

ginal address, 19 Faubourg Saint Honoré, Paris, as well 
ws extensive factories in France and this country. 

Jean-Francois Houbigant opened his shop when he 


was 23 years old. Located 


what was in 1775 a new 
and very fashionable district, his shop catered to the 
French nobility, including Queen Marie-Antoinette, 
who sent to him for some perfume to accompany het 
on her flight from Paris during the French Revolution. 
The company survived the upheaval in good condi- 


tion as is shown by an.-invoice dated L801 which reads: 
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Marcle asstaque 






Hou saan Chaneis 





pg OE, OR PO a AP ee Re a me + 
: \ 





3 5 i : . 
4, 4 

Z P <* “ethmere “yp d 

4 » 4 

. es So . 

? \< $y P 

4 . i ¥ 

i! ? MOURBIGANT CHARDIN > 

‘, ‘ 

Ni ‘ 

; ; 

? 

7 ¢ 2, 

\ i‘ &-- 

? . 

{ ‘ ! 

s , 


M 


FS <j 


§. win — an 


a, 


Houbigant labels used in the 19th century. Note the incense label 
in the upper right corner and the tooth powder label at the lower 


} 


right The labels were printed trom hand eneraved plates 
~ 


& Essential Oil Review 


Founded 





FOR BCILLE eFedRs Maison Crete 7S 


sap Houbipant 


GIS CLeLiF 


et dela Cour des Uwe 





Savonsnefouene . 
ERIESSURFINES, 
PRL Re OAR 


v2 19, Faubourg SHonoré, 





Middle 19th century counter card used by Houbigant. 
“At the Sign of the Basket of Flowers, Grand-Rue du 
Faubourg Saint Honoré, Houbigant Merchant-Per- 
fumer manufactures and sells gloves, powders, po- 
mades and perfumes; also the genuine vegetable rouge 
which he has perfected to the highest degree.” 

Another of Houbigant’s customers was Napoleon I, 
who one month before Waterloo placed a large order 
for perfumed gloves and other toiletries. When the em 
peror lay dying at Saint Helena, two of Houbigant’s 
pastilles were burning in his room. The company’s 
fame continued to spread during the 19th century as 
perfumer to the wealthy and well born. In 1829 Houbi- 
gant was appointed perfumer to the Princesse Ade- 
laide d'Orléans and in 1838 to Queen Victoria of Eng- 
land. Guy de Maupassant sang the praises of Houbi- 
“Breathe in 
his Fougére Royale—what a magical evocation of for- 


gant products when he wrote in a letter: 


ests and moors—not of their flowers but of their leaves 
and ferns!” Another user of Houbigant perfumes was 
the Empress Eugénie, the wife of Napoleon III, whose 
account was closed in July of 1870, a few months be- 
fore her husband escaped from Paris by balloon. 

\s Houbigant continued to prosper, the factory, 
which until 1880 was at the original address, was 
moved to Neuilly-sur-Seine, a Parisian suburb. Sales 
agencies were soon established in other countries to ac- 
comodate the export trade. 

In 1921 Houbigant opened offices and warehouse 
facilities in New York to take advantage of the increas- 
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ing market for perfumes. The present laige factory 
and showrooms at 359 West 45th Street were com- 
pleted in 1925. Headed now by André W ick with 


Pierre Harang as vice-president, Houbigant Sales 
Corp., New York, draws its customers with tre aditional 
fragrances in a time when appealing odors in attrac- 
tive packages are more important than the endorse- 


ments of royalty. 


Developing a New Product 


(THEN developing or creating a new product from 
idea to finished item, there are ways of increasing 

the chances of doing a good job. Additional steps taken 
immediately before and during the actual creation 
process, will help the manufacturer avoid some ol the 
when readying a new 


mistakes made 


more common 
product fon the market. These steps are: 
1. Make certain that sufficient market, consumer, 


and product facts are at hand before too many 
dollars have been spent on development work. 

2. If the product is to be created outside the com- 
pany, hire good firms to do the work. 

3. Design or develop a product fitted to consume 
needs and desires. 

1. ‘Test the product in a laboratory and on consum- 
ers under actual use conditions before placing 


it on the market. 


If the surveys were carefully done, 
essary market and consumer facts for product creation 


many of the nec- 
should be available. 

Large companies often create a product and conduct 
market research with their own staffs. Often, however, 
consulting chemists or product designers are engaged. 

\fte manufacturer next de- 
cides what the objectives of the new product are and 


selecting a designer the 


then turns over all available and necessary facts to the 
expert engaged to do the work. From this point on, it 
is good practice to give the consulting chemist or de- 
full authority latitude in the 


selection of materials. 


signe) and considerable 


should: 


A manutacturei 


l. Decide Give the 
cise bill of particulars, so that he knows what is wanted, 


on objectives. designer a con 


and why. 
9 


that the de- 
signer is qualified to deliver a design that can be manu 


Investigate carefully.—Be certain 


factured at minimum cost and marketed to the great 
est number of prospects 

$. Give the 
can’t do the best job if he must work in the dark. 
full 


Leave him unhampered to diagnose and prescribe. 


designer complete  information.—He 


|. Place confidence in the designer chosen. 


5. Give the designer the greatest possible latitude 


in the selection of materials.—He is a materials expert 


and will use current inventory and facilities as fully 
as possible. 
6. Don’t select a design just because YOU like 


The qualified designer works to please prospective cus- 
tomers. 

Both functional 
improvements and styling increase salability. 


7. Try to add new selling features. 


912 


ele 
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8. Don’t turn down a suggestion as impractical be- 
fore the expert has been given a chance to prove his 
case.—Most outstanding product developments look 
impractical at some stage. 

Don’t reject a suggestion only because it is harder 
to make.—If the product will sell faster, production is 
secondary. 

10. Insist upon models or samples 
production.—A mock-up, scale, or 
the only sure 


before starting 
working model is 
judging production problems, 
of planning advertising and sales promotion. 

Consulting chemists and product engineers find that 
one of their main problems is to get manufacturers to 
decide what they want. Many manufacturers want a 
unit that does everything all his competitors’ products 
will do and that will sell for half the price. Generally 
such objectives cannot be attained, especially in the 
first job. A manufacturer should decide in advance 
what his sales points are going to be and what features 
of his competitors’ products can be disregarded. Gener- 
ally, the only way a manufacturer can cut this cost is by 
cutting out competitors’ features 
unnecessary. 


means ol 


which he considers 

Any patents resulting from products or processes de- 
veloped by commercial laboratories 
turned over to the company sponsoring 


are generally 
the work. 

The better job a manufacturer does in providing a 
product creator with facts, the better are his chances of 
getting a good product. What facts does such an expert 
need to do a good job? 

A checklist of points to consider when creating a 
product follows: 


Marketing: 
Markets. 


Merchandising. 


Materials. 
Finish. 
Colors. 
Competition. Identilving features. 
Name. 


Objectionable features. 


Sales force. 

Distribution, 
Production: Improvements desired. 
Quantity. Assembly. 


Manutacturing cost. Patents. 


Manutacturing equipment, General: 
Manufacturing licenses. Legal aspects 
Desien: Safety. 
Size, 

Shape. 


Weight 


Shipping. 


Execution of work 


addition to development facts which may be ob 
tained in preliminary market surveys, many firms get 
advice and suggestions while creating the product by 
calling on wholesalers, retailers, buyers, purchasing 
agents of industrial supply houses, manufacturers’ rep 
resentatives, familiar with markets. 


From these sources, reactions and opinions may be ob 


and others who are 


tained regarding the following: 
|. Size, color, style, packaging, and _ price. 

Product's salability. 

How product compares by features and by price 
with other similar items. 

!. Possible uses 

5. Necessary che inges. 

6. Who will buy the product. 

7. What markets should be promoted most actively. 
-Abstract from Developing and Selling New Products 

by Gustav E. Larson, De pt. of Commerce. 
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French Perfumery Exports 

PPHE DRASTIC changes in the pattern of world 

trade caused by currency shortages are perhaps no 
more strikingly reflected than in the current export 
figures for French perfumery and beauty preparations. 
Once these traditional French products were eagerly 
bought by the rest of the world—in 1929, for instance, 
no less than 20,000 metric tons were exported. This 
was admittedly an all-time record. Today, however, the 
industry is finding it dificult to approach even the 
more modest total of $200 tons shipped in 1938. Current 
exports are generally about 30 per cent below the pre- 
war average, only 2200 tons going abroad last year. 
Prospects of increasing exports are not good. Argen- 
tina, Brazil, Chile, India and Spain, countries which 
once bought very substantial quantities, have now 
closed their frontiers completely to French perfumery 
and cosmetics. Other formerly important customers 
such as Australia, Denmark, Italy, South Africa and 
Sweden are rigorously limiting their purchases. A 
cheerful contrast is provided by sales to French over- 
seas territories which have more than 
before the war. Whereas shipments to these countries 
in 1938 amounted to only 2600 tons last year’s figure 
was 7200 tons. 

As for toilet French manufacturers find their 
competitive edge considerably blunted by the high 
prices of their products. Nevertheless, output now is 
slightly above the pre-war level. Production, which av- 
eraged 1300 tons a month in 1938, exceeded 1400 tons 
monthly last year, and showed only a slight decline in 
the first quarter of 1950. Manufacturers consider that 
there is ample room tor a further increase, since pe) 
capita consumption in Metropolitan France and the 
French Union is well below that of some other coun- 
tries. The monthly output of 1400 tons is equal to 1.,- 
000,000 tablets ol soap olf 100 gm. each—i.e., with a 
population of 43,500,000 one tablet of soap monthly 
per 3.1 inhabitants. Belgian consumption is equivalent 


doubled since 


soap, 


to one such tablet a month for every two inhabitants, 
Dutch to one piece tor 2.5 people, and British con- 
sumption to one piece per person. Consequently, man- 
ufacturers are trying to make the French population 
more conscious by 


soap an advertising campaign. 
5 5 


Manufacturing Chemist 


Fair Trade a Campaign Issue 

Trade may well become a_ political issue in 
November. ‘This 
will not surprise those who believe Fair Trade will be- 
come an 


kK AIR 


some Congressional elections in 


before many 
is likely that 
tions wi!l want to promote public debates on the sub 


issue legislatures next year. In 


many states, it local radio and video sta- 
ject. 

Because retail drug associations have been most ac- 
tive in promoting and maintaining the Fair Trade 
laws, the broadcasting stations, as well as club chair- 
men, will turn to these groups for speakers in behalf 


ol Fair Trade. At the same time, they will be asking 
other groups for speakers opposed to price mainte- 
nance laws. 


It is vitally important to present to the public the 
true facts about Fair Trade. It is just as important to 


have the facts presented only by those who are fully 
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aware of the lacts, who are able to think on their feet 
and who can appear before the public without notes. 
It is also important that those who champion the cause 
of Fair Trade through public appearances include not 
only the state association officers and retail druggists, 
but also respesentatives of the other industries with a 
stake in Fair Trade and of the many lay groups in 
American life who are not directly associated with the 
Trade articles. The friends of 
Fair Trade can do nothing better now than to broaden 
the base of friendship tor Fair Trade by enlisting sup- 
porters from these other groups.—A merican Druggist 


merchandising of Fai 


Chinese Vegetable Tallow 
TT'HE properties and suggestive use of the tallow from 
the mesocarp of stillingia (Chinese vegetable tal- 
low) fruit, follow: 


Characteristics: 


Specific Gravity 50° (25° ¢ O.8918 
Refractive Index 60°, D 1.442 
Melting Point 50°-55° ¢ 

lodine Number (Hanus) 24.2 
Saponification Value 209.5 
Acetyl Value 1.4 
Reichert-Meiss!| Value O04 
Polenski'’s No. ; 05 
Unsaponifiables 04% 
Fatty Acids: 

Oleic 26.9% 
Lauric une 1.9 
Myristic éeeeeneiea 4 Teer ere 3.7 
Palmitic 66.3 
Stearic 7 a eed Pacerema 12 


The high saponification value would indicate a vege- 
table fat for the manufacture of a high grade soap, and 
emulsion material. 

The high melting point and stability from rancidity 
or unpleasant odors makes it a good material in, En- 
lleurage, the old art of extracting the essential oil from 
This been tried on native magnolias, 
honeysuckles and roses with success, on a laboratory 


flowers. has 
test. 

Ihe tallow can be incorporated in fatty acid base 
creams and lotions of emulsion type. 

Experimental work on tallow from the berries is be- 
ing done in Freeport, Texas by Melvin F. Handley— 
Robert Gray. 


New Deodorant 

OTING the requirements for an effective deodor- 

ant and antiperspirant to be (1) astringent, (2) 
antiseptic, and (3) non-irritating, I. W. Grote, J. M. 
Holbert and T. W. Cross (Journal of the American 
Pharmaceutical Association, Scientific Edition, 1949, 38, 
p. 503) have tested aluminium dichloro-aminoacetate 
lor these properties. They found that a jelly of this 
material fulfilled the requirements by an astringent 
and antiseptic action due to the aluminium ion and 
also it possessed a buffering action ascribable to its 
glycine content. By acting as a buffer it removes acid 
that might be liberated by hydrolysis and thus protects 
the clothing. A more detailed investigation of the pos- 
sibilities of this new compound is being planned.— 
Manufacturing Chemist 
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What the Retail Buyers Report 


Retail sales of cosmetics increasing with solid and liquid 
& 1 


colognes, deodorants and home permanent waves lead- 


ing the list . . . Special perfume department in Seattle 


USINESS continues to be good throughout the 

cosmetic industry with retailers reporting nor- 

mal sales on standard items and better volume 
generally in cold waves, lipsticks, solid colognes, skin 
fresheners and deodorants. 

In Seattle an enterprising store has made a special 
department, appropriately furnished, with trained sales 
help to increase interest in perfumes. Eye products 
seem to be lagging a little, thus emphasizing the need 
lor active promotion, 


Ingenious Means to Increase Perfume 
Sales Started in Seattle 


Los Angeles—When Revlon launched their custom- 
styled a la carte nail colours (note the u) the price of 
$1.00 was eyed dubiously by some buyers. Their fears 
proved to have no foundation. The new “colours” took 
off at the $1.00 price all the same like 60¢. Just goes to 
show that if the product is right—and the period in 
which it is presented is favorable—you don’t have to 
worry too much about price. With nylons being rushed, 
and an expectant attitude on the part of lady shop- 
pers, we're wondering about the position in the pic- 
ture of the future of leg depilatories and leg makeup. 
The large Wonderstoen for legs and arms, lately slow 
at $3.00, picked up in sales on a hot-weather-bare-leg 
special at $1.50. We haven't noticed much, if any, leg 
makeup this summer, but we wouldn't be surprised, 
any time now. 

Look for an upturn in perfume sales beyond the 
usual seasonal curve. Frederick and Nelson, Seattle, 
for instance, are readying a new perfume section in 
their remodelled store, which will feature 6 upholstered 
chairstools for perfume customers to relax in while 
any of three sales girls, permanent fixtures in the es- 
pecially designed perfume section, present the most 
complete selection of imported and domestic fragrances 
that can be brought together. In the old perfume 
section F. and N. had only one girl. Our guess would 
be that this could mark the beginning of a trend. Biz 
is picking up,—we'’ve been cologned and toilet watered 
to death at $1.00 and $1.50. Good time to move up 
into the higher brackets. 

It was interesting to observe last month the run on 
soaps in Los Angeles, Pasadena, and adjacent towns, 
with a lighter play in San Francisco, and no particular 
interest in stocking up on that commodity in the 
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Northwest. Toilet and facial tissues had a wider run, 
which slacked off toward the end of the month. Mer- 
chandise managers and buyers are guessing like crazy 
what’s going to happen next. Most announce in pub- 
lic that they're just going to ride along same as always. 
Wish we could read minds. A new foot cream made its 
appearance here last month, Dancing Feet by name, 
and was promoted by the May Co., Buftum’s Long 
Beach, and others. Buyers liked it for promotion “be- 
cause it is non-competitive. We can promote it without 
pulling from already established business.”” And on 
chain drug store windows were plastered posters boom- 
ing “The chlorophyll deedorant. You read about it in 
Reader's Digest! Here It Is!” Not so long ago it was 
“Anti-histamine. You read about it in Reader’s Digest! 
Here It Is!” Is Reader’s Digest becoming a power in 
drug and toiletries merchandising, all without any 
agency 15 per cent? Can't some Button, Willow, Still- 
born and Cohen do anything about that? 

The worm is turning. Shemano Hair Treatment, 
launched and promoted in department stores for $5.00, 
is now detailing and demonstrating in beauty shops 
with a $1.50 size. We predict a speedy return to de- 
partment stores. Distribution is through beauty job- 
bers, who expect a minimum 40 per cent markup, with 
33 1/3 or 40 per cent for the shop. Los Angeles Toile- 
tries Show opened at the Biltmore with all showroms 
and allowable reservations sold out. Much early interest 
has been shown in all the shows. After they’re past we'll 
have a much better slant on fall potential. You'll see 
reports, no doubt, from all us AMERICAN PERFUMER 
correspondents here next month.—Don Cowling. 


Perfume Selling Well in Purse 
Size Containers 


Chicago—Third quarter sales for cosmetics in the 
middle west have been spread thin through all the 
many ramifications which are now on the counters. 
Because a firm handles a line and new products are 
added—as one leader added three during the quarter 
—a store feels these should be in the department. The 
result is a wider spread in sales with no one firm’s 
product outstanding. 

“When there is no business at Charles of the Ritz 
and Elizabeth Arden, you know how our business is,” 
said one of the largest store merchandisers in the 
Middle West. “Everyone copies the other fellow’s prod- 
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BENZALDEHYDE (Ff. 


N.F. and TECHNICAL 


Heyden Benzaldehyde measures up to the most rigid laboratory 
standards of purity and uniformity—whether used as an odorant, 
flavor ingredient, or an intermediate in the manufacture of essential oils, dyes 


and pharmaceuticals. 
When you specify Heyden Benzaldehyde you are assured of constant 


high quality in your finished product. 


OTHER HEYDEN PRODUCTS 
SERVING THE CHEMICAL AND PROCESS INDUSTRIES 
ANISOYL CHLORIDE METHYL SALICYLATE 
ANISIC ACID PHENYL SALICYLATE 
BENZILIC ACID SALICYLIC ACID 
BENZOIC ACID PROPYL GALLATE 
BENZOTRICHLORIDE METHYL BENZOATE 
ETHYL BENZOATE 
SODIUM BENZOATE 


BENZOYL CHLORIDE 
BENZYL CHLORIDE 
PARASEPTS 


TOLYL ALDEHYDE 
RESORCINOL FORMIC ACID 
CHLOROBENZOTRICHLORIDES 


CHLOROBENZOYL CHLORIDES 
Samples and technical 


CHLOROBENZYL CHLORIDES 
CHLOROBENZALDEHYDES 
data available upon request 
on company letterhead. 


CHLOROBENZOIC ACIDS 


SERVING INDUSTRY THROUGH FINER CHEMICALS 


Benzaldehyde « Benzoates * Benzyl Chloride * Bromides 
Chlorinated Aromatics * Creosotes * Formaldehyde « Formic Acid 
Glycerophosphates ¢ Guaiacols * Hexamethylenetetramine 


CHEMICAL CORPORATION 
SEAL ah ht ws 1, N.Y. Medicinal Colloids * Methylene Disalicylic Acid * Paraformaldehyde 
Parahydroxybenzoates ¢ Penicillin * Pentaerythritols * Propyl Gallate 


eee Ce 2 Me 
Quadrafos ¢ Salicylates + Salicylic Acid * Streptomycin 


SET et 











ucts until today you can count so many stick colognes 
and liquid colognes that none are enjoying the sale ol 
recent years.” 

\cross the states the same 
Name sell. and 
names that do not give a clue to the product's use are 
left on 


general opinion was 


voiced. brands 


Unknown strange 


the counter. Two deodorants are 


outstanding 
in sale, because of name 
the field. Yet 


orders are not good, 


, and others are merely playing 


inventory on these turns slowly and re 


Home Permanent Sales 


Many 
manent sales against business increases in shampoos, 
han Rinses hold then But the 
outstanding home permanents are Arden’s with 
and Lilt selling in just about the same 
units. is re-fill The othe new 
on the market and the re-fill is not yet beginning to 
show up in a large volume. 

“When Toni included a sample of shampoo in its 
kit,” said a St. Paul buyer, “we 


buvers have been checking their home pei 


dressings, etc. own. 
Toni 
number ol 


Loni business. 


two are 


immediate 
upturn in sales of that shampoo. But as it has not 
been packaged lately the sales have dropped again.” 
Other buyers had the same general report. Yet fine 


found an 


castile soap of the bocabelli type continues to outsell 
most of the prepared preparations, according to buyers 
who watch the soap turn over. 

Now that the soap scare buying is over inventories 
are again building up. Jones, Kansas City, has been 
making a direct play for increased sales for hair-care, 
from shampoos, and atomizers lor dressings to new 
brushes. 


What Happened to Back-to-School Promotions? 


With pages of advertising in every newspaper, and 
entire main streets decorated with back-to-school signs 
and apparel for outer and underwear, even to lunch 
and pencil boxes the cosmetic industry seems to have 
missed an important sale-boat. 

Every girl going to college is taking with her cos- 
metics. Possibly the intent on 
serving Mrs. America forgot about Miss America, then 


cosmetic sections, so 
future customer. In the sections where apparel was 
sold, a few stores had their regular cosmetic counters 
but there was no fan-fare. Even the daily newspaper 
columnists who usually never miss a bet (if it is in 
the store) slipped on the importance of seeing that 
the skin just forming into adulthood was furnished with 
the right type of cleansing, nourishing, soap, lip-stick 
and powder mixed to order. 

The over-roughed faces of the older members of the 
population would not appear if they had been taught 
hoy and what to apply. Manutacturers need to get 
behind this idea, push it for the coming winter holli- 
days when re-furnishings and gifts will be the order 
of the day. Unless they get behind it 
going to be 


buyers are not 
enthusiastic. As these are sold 
outside the regular section there is not the same wide- 


spread display. 


very 


The counter and display case at the 
back, with stock kept beneath each, constitute the 
unit. Instruction in how to apply cologne should also 
be a part of the story that is told to these collegians. 
Also all year use of deodorants. 
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Purse vials ol perfume for the traveler, in dram or 
smaller, have been active. Small bottles of cologne for 
travel and the desk are good. With all summer co- 
lognes being marked to half price the middle of 
August it bid fair to reduce stock to a point for good 
products for holiday sale. Some firms did not permit 
such retail reductions and so the half-price items 
moved. ‘These lowered prices include both liquid and 
stick. Neither are said to have produced the repeat 
business anticipated .. . perhaps too many lines were 
too intriguing to the customer and she sampled all of 
them. 

Che complaint that squeeze bottles are never full is 
heard in many stores, especially if these are in the clear 
color so that contents are visible. Few women stop 
to read the volume but merely look at the bottle. 

“The have sold,” said a_ specialty 
shop buyer in Evanston, “is deodorants. Naturally, 
these are needed in summer, but if we could only sell 
as many 


one thing we 


in the wintet 
much, if not 
The Arden outstanding in sale 
through this area. The same report on sale of deodor- 
ants is made in Des Moines, and in Detroit. Hudson’s 
pushed the Ann Haviland floral frost and found that 
the name itself produced sales. Marshall Field & Co., 
and Carson Pirie Scott & Co., also found this true. 
All the moved with more than 
usual speed. to introduce one new item, 
such as the Coty package and it has had a generally 


when these are needed just as 


more—business would be 


really good.” 


new has proved 


two-lor-one items 


These were 
good acceptance. 


The drug chains have continued consistent page 
advertising that has produced results, from the cut- 
price on the Revlon lip kit to the half price on co- 
logne sticks. ‘These stores are also making a play for 
the non allergic cosmetics. Closely allied with these 
finer creams is the new maternity skin preparations 
which Marshall Field & Co., has put in its maternity 
shop, and has exclusive in the city. Lane Bryant has 


put this in all of its stores and Famous-Barr St. Louis 
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“We mix face powder to match your personality, right in your living 


room and without spilling.” 
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F.. you and for your product alone 
a distinctive fragrance with virtuosity and j 
personality. D&O original scents are 
composed with irresistible subtleties to 
create olfactory impressions that coax and 
cajole attention to your product. Yet, 
surprisingly enough, D&O originals are 
modest in cost. D&O offers you more than 
150 years’ experience, vast research and 
manufacturing laboratories and a staff of 
master perfumers to help solve your 
perfuming problems. Consult D&O. 
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is another that has added it. There is—buyers in these 
stores report—a tremendous need for a more satisfactory 
cream and lotion to keep skin soft and pliable and not 
lose its resilience during this period. 

This month (September) buyers will begin cover- 
age for their holiday requirements. How far the 
Korean situation may affect both manufacture and 
delivery is still too distant for any prognostications. 
But Christmas sales are expected to exceed last year, 
especially in men’s toiletries which will be sent 
abroad. Bath essentials, water softeners and small vials 
of fine perfumes are among the anticipated active 
sellers.—Jean Mowat. 


Lipsticks, Solid Colognes and Hair 
Cosmetics Lead in Buffalo 


Buffalo—Outstanding development of the month is 
one in which Revlon should take great pride. An ex- 
periment was conducted to find a satisfactory facial film 
for a person with very oily skin who also has deep 
wrinkles around the eyes. Other facial finishers, 
whether of cream or cake consistency seemed to ac- 
centuate the eye wrinkles—regardless of how lightly 
applied or rubbed in. But the results achieved with 
Revlon’s Touch and Glow were gratifying. 

Next good news on the agenda came from H. J]. 
Conner, toiletries buyer of J. N. Adam, who made 
the observation that the luxury tax on toiletries seems 
to be accepted with more graceful resignation. Sales 
volume remains good here, with customers spending 
more freely than in the spring—but concentrating 
their purchases to items of the lower price brackets. 
Mr. Conner feels that fall is loaded with great possi- 
bilities of even better business than has been experi- 
enced in the past few months. 

Mrs. Paulette French, toiletries buyer at the William 
Hengerer Co., reported that hair preparations were 
continuing to remain tremendously popular, with 
shampoos, rinses and the home wave treatments doing 
outstanding volume. The two best sellers in the home 
wave category are Pinwae at $1.25 and Elizabeth 
Arden’s Creme Pin Wave, selling at $2.00. 

Lipsticks doing very well include Hazel Bishop's 
$1.00 indelible . . . Revlon’s triple case combining three 
65¢ sticks in a $1.00 package and La Cross’ ‘Kiss 
Kit,” also a trio job encased in plastic. Richard Hud- 
nut’s Creme Superbe was selling wonderfully well for a 
facial cream of a not inexpensive bracket. The $2.75 
and $5.00 sizes were selling equally well. 

Solid colognes are selling “solid’’ at Hengerer’s .. . 
with the slightly increased sales noted last month in 
issues and soap remaining at their increased level— 
but not close to the verge of hoarding as at some of the 
other stores. Matchabelli’s special, combining Summer 
Frost cologne and Summer Frost stick, offered for the 
single price of the cologne, did a wonderful business. 

A special type of ad on 1006 lotion, utilizing a quote 
from a national beauty editor, produced results that far 
exceeded those normally expected from a straight de- 
partment store ad. The nail enamel business which has 
been at low ebb all over the country is experiencing a 
steady shot in the finger at Hengerer’s with an exhila- 
rating upsweep in the sales of Revlon’s frosted shades 
of nail polish.—Maggie Flemming. 
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Sales of Eye Make-up Preparations 
Lagging—Promotion Needed 


Pittsburgh—‘‘Scare buying” has stepped up buying 
of three commodities in the cosmetics departments here. 

It is evident that hoarding is being indulged in by 
many who remember the lines they stood in to get such 
commodities as soap and facial tissues during World 
War II. Toilet soap and tissues are two things most in 
demand here. Facial tissues fall considerably below the 
mark set by soap as “most wanted” by customers. 

At this writing no attempt has been made by stores 
to voluntarily limit the quantity bought. Soap is promi- 
nently displayed and even ads are being run. Later this 
month plans have been made to promote the sale of a 
more expensive toilet soap at half price. According to 
those interviewed on the subject, they expect to do a 
brisk business. 

An opinion expressed by some in cosmetic depart- 
ments here is that more business ought to be coming 
from the sale of eye make-up. There was a flurry of 
interest for a while—when fashion news in beauty first 
hit here on the new way to make up eyes. However, 
this has tapered off—and some feel that more promo- 
tion by manufacturers of eye products could result in 
increased business. 

The only hold-over business noted from the first 
increased buying above noted, has been in the sale of 
green mascara and green pencils. This is definitely at- 
tributed to the magazine promotions along this line. 
Even this has slowed down now, although it is believed 
more could be sold through a concerted promotion 
program. 

Also, more sales could be picked up in eye lotions 
and eye creams, it was pointed out, as a result of re- 
newed activity in pushing the fashion significance of 
color in eye make-up. 

Not much business is expected in the sale of cos- 
metics for back-to-school customers. 

A fair amount of interest is expressed in cosmetics 
by school girls—principally lipsticks—but buying is not 
in large enough dollar units to represent any negligible 
increase in volume. 

It is reported that acceptance of the new polish re- 
mover with the built-in brush has been good. Business 
girls are the biggest buyers as a group. 

Wholesalers who sell to beauty salons are “sold’”’ on 
a new product that will be introduced to this area 
about the middle of September. It is ““Trichomine”—a 
treatment type product to condition hair that has been 
damaged. This will be used only in salons and whole- 
salers are enthusiastic about their ability to do a good 
job of selling it. An intensive campaign will be under- 
taken to promote it on a national basis.—Lenore Brun- 


dige. 


‘ 


Deodorants, Home Waves and Skin 
Fresheners Lead in Mid West 


Cincinnati—Continued cool weather has kept cos- 
metics counters in business. Many women have used 
their usually-discarded cream treatments right through 
the summer, and, because their skins were seeming 
dry, others were resuming the use of creams two 
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Fenndailion O quality 


In 1889 a young organic chemist founded a laboratory for the 
manufacture of flavors and aromatic chemicals. His first location 


was a tiny dimly-lit loft in 123rd Street. New York City. 


He had as assets—deep knowledge of chemistry—intense desire 


to make and sell American-made aromatic chemicals. 


From this modest beginning has grown a laboratory of modern 
oC eS SD ? 
buildings. employing many experts. It grew through strict ad- 
herence to its original high and exact standards . . . through the 
CP oS CP 


complex steps of analysis and synthesis. 


This laboratory has continued the same unrelenting search for 
new and better aromatic chemicals—the same insistence on the 


basic principles on which it was founded. 


It is only by looking back that it is fully realized how much and 
how well Synfleur Scientific Laboratories has contributed to the 


developments of the industries it serves. 
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months earlier than usual. The cool weather also has 
meant sustained summer business from the stores which 
usually are deserted on sweltering summer days, the 
non-air-conditioned ones. 

Mid-summer business was booming in every depart- 
ment, and in the drug stores, too. Both cologne and 
deodorant sticks have been taken to heart by Cincin- 
nati women (and the men like the deodorant sticks, 
too). A word to buyers: please keep them in stock 
throughout the winter, since people use deodorants 
the year around here. Liquid deodorants in squeeze 
bottles were likewise very popular, with Stopette in the 
lead, and yet, the new aquamarine cream deodorant 
by Revlon, with nothing new but its color, was a hit in 
spite of the inconvenience of its application. 

Some scare buying took place, in soap and some 
toilet items, but it didn’t last long. Advertisements (by 
McAlpin’s) of Merville soap at 12 bars for 79 cents 
and of bathroom tissue resulted in large sales but may 
have been an allaying influence in the scare buying. 
So far, there’s been no hoarding of the precious per- 
fumes that women here could not get during the last 
war. 

In general, it has not required reduced-price items 
to get sales, but the Helena Rubinstein trick of giving 
a free sample with certain purchases has resulted in a 
rush of Ihe John Shillito Co., plans a re- 
organization and enlargement of its cosmetics depart- 
ment for fall, with more counters set up near the heav- 
ily-trafficked elevators. 

Toni’s new home curl, Bobbi, tremendously 
popular, and Lilt was doing increasingly well. All hair 
products seemed to be selling, including Blensol, a 
color-shampoo. One buyer reported, however, that 
she didn’t know whether to continue ordering it, be- 
cause a woman who had used it immediately after a 
home permanent, had her hair turn purple. If women 
can just be educated fewer such misfortunes will hap- 


business. 


was 


en. 
} Skin freshener was having exceptionally good recep- 
tion at Shillito’s; Rubinstein’s White Magnolia line 
was going well in repeat business, as was Hudnut’s egg 
shampoo (Some women hadn’t learned, however, that 
it’s to be diluted before use). Counters featuring sun 
paraphernalia weren't very popular. Revlon’s three- 
lipsticks did well everywhere. No large-scale promo- 
tions are planned except that Shillito will promote 
Harriet Hubbard Ayer’s “Formulayer.”—Mary Linn 
White. 


Discussion in Fashion Show Boosts 
Lipstick Sales 


Dallas—Four of America’s most famous models 
left Dallas early this month bound for Australia where 
they will produce a series of style shows. These fash- 
ion expositions are produced by Neiman-Marcus, the 
renowned Dallas specialty store, at the request of Aus- 
tralian business men. 

In addition to clothes by the country’s best de- 
signers, the models took with them a full supply of 
cosmetics for the Elizabeth Arden This in- 
cluded creams, powder bases, powders, colognes and 
perfumes as well as lipsticks, eye shadows, rouge and 
other more obvious necessities. 


salon. 
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According to Neiman’s, the scents in a fashion show 
are just as important as proper make-up. Ten Aus- 
tralian models added to the show in Meti- 
bourne. These girls, too, will be given instruction in 
the proper use of cosmetics and scents. 

Promotion in Dallas stores for the past month, for 
the most part has been limited to newspaper advertis- 
ing. Very few bill stuffers were mailed, but in Sep- 
tember a large quantity already are scheduled by all 
the large department stores in Dallas. 

Solid colognes still are a fast moving item although 
as one store buyer remarked, “I don’t know how long 
itcan keepup. . . everybody has one now.” 

Both chain drugs and department stores have had a 
good run on soap, but that seems to be the only 
definite effect the war situation has caused. Most of 
the promotion has been limited to counter displays 
although a few small newspaper ads have run. 

Continued hot dry weather has kept up sales on 
creams and hand lotions. Home permanents still are 
going well, especially Richard Hudnut. One store re- 
ports an unprecedented sale of lipsticks during this 
month and attributes it to a discussion in one fashion 
show as to the importance of having the right shade 
lor every costume. 

Most stores believe that Christmas shopping will be 
done early this year to overcome shortages and are 
planning larger stocks on men’s toilet goods because 
of the increasing number of men in the armed serv- 
ices. 

A. Harris & Co. featured Tussy’s Midnight lipstick 
in a Teen-age and a sorority fashion show by give- 
away samples and found it a real stimulus for addi- 
tional sales. 

The cosmetic department at A. Harris’ takes on an- 
other form of advertising when the store begins a 
television program—Jean Shaffer. 


will be 


Southeast Buyers Expect Best Season 
in Treatment Lines 


Atlanta—As the vacation season draws to a close 
in Atlanta, cosmetic buying switches slowly from sun- 
tan ointments, colognes and liquid deodorants to 
bleaches, lubricating creams and _ lotions. 

Neither the war situation nor the change in seasons 
is expected to greatly accelerate the beauty trade, nor 
has it so far retarded it. Consequently, as things now 
stand, cosmetic departments will glide smoothly into 
Fall showing a slight but significant increase in sales 
over the same period last year. Significant in that the 
customers bought pretty nearly according to schedule, 
such items as deodorants, colognes, suntan lotions and 
creams along with the usual summertime makeup 
items of lipstick, powder, powder base, etc., thereby 
establishing a formula for future use. 

However, if the Korean War develops into a full- 
scale offensive, it could bring some changes to cosmetic 
counters. Namely, it could bring about an increase in 
the sale of perfumes, as a predominantly feminine 
population launches its seductive campaign. 

This is for the moment only a psychological bubble 
on the horizen of cosmetic buyers, who are pondering 
this possibility, but have not necessarily gone to any 
great lengths as yet to meet it. 
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Actually, as we got it from department stores, spe- 
cialty shops and drug stores, buyers in general are 
going about their business pretty much as_ usual, 
guided by the usual peacetime Atlanta market. 

They know, for instance, that we are going into our 
best “treatment” season, which, after the first flurry 
of clearing up vacation errors of splotchy skins and 
brittle hair will settle down to await Christmas trade. 
They are gratified that the average college girl 1s mak- 
ing an honest attempt to coordinate her beauty ac- 
cessories with lipstick and nail polish to match, pow- 
der to blend and perhaps a dab of eyeshadow and 
mascara for college formals. 

There is a strong trend toward the rust and orange 
tones of lipstick as opposed to the former popularity 
of pinks and blue-reds. 

Deodorants are holding up, so are soaps—which 
have had one of their best years yet—and hair prod- 
ucts, particularly home permanents shampoos and dyes 
have been unusually good sellers. 

Regardless of general cosmetic trends from Paris, 
New York or points elsewhere, Atlanta women will 
continue to cling to natural looking types and meth 
ods of makeup.—Maynita Gerry. 


Technical Abstracts 
Stabilization of Fatty Materials. Pat. 2,357,573. 
Patented Sept. 5, 1944. Fatty materials are stabilized 
against reversion by steam deodorization in the presence 
of a refined soybean or sesame oil, which has been hydro- 
genated until the melting point is at least 100 deg. F. 
Groups 20—11; 28—23. Reg. No. 8,627. 


Toxicity of Duicine, N. 1. Orlov. Gigiena i Sanit. /3, 
No. 9, 36(1948) Dulcine (p-phenetole carbamide) is 
lethal in doses of 7-8 g. to children and 10-15 g. to adults. 
It acts upon the central nervous system and heart, and 


induces methemoglobinemia. (Thru C. A. 43, 5499, 1949) 


Glycerol Substitute, Alfred Oswald. Swiss 234,583, 
Feb. 1, 1945 (Cl. 360). A liquid with physical properties 
similar to those of glycerol is obtained by heating HCHO 
10, urea 5, and NH,OH 4 parts | hour at 95—100°. The 
reaction mixture is stabilized by the addition of pow- 
dered Cd or Zn and after 5 days neutralized with 
o-HOC,H,CO,H. (Thru C. A. 43, 5416, 1949). 


Oil Absorption by Freshly Precipitated Pigments, 
I. Alfred F. Schmutzler & Donald F. Othmer. Am. Ink 
Maker 27, No. 3, 29-31, 57, 59 (1949).—A more economi- 
cal process has been developed which somewhat resem- 
bles the newer type of emulsion flushing procedures. This 
process eliminates the need of surface-active agents and 
of tue kneaders by absorbing the oily vehicle on the pig- 
ment particles while they are still slurrying in their strik- 
ing solution. The resulting pigment-in-oil slurry acts as 
the slurry of the oil-free pigment. It filters as fast and can 
be washed to remove all acid and other impurities. It can 
also be dried under vacuum. In its dried form it is still a 
solid; it becomes a paste when subjected to pressure. The 
new process is applicable to manufacture of many differ- 
ent pigments, but it was developed especially for the poly- 
acid toners of Rhodamine B, which require fairly strong 
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acid solutions and the absence of the usual surface-acting 
agents to avoid “bleeding of the color,” a term denoting 
the partial redispersion of the pigment in the water layer 
and indicating a proportionate loss in yield, In order to 
effect substantially complete adsorption, the varnish is in 
a state of very fine subdivision, such as is observed in 
emulsions made with dilute NH,OH. These emulsions 
break readily when they are made acid. Their breakdown 
is considered to start immediately upon entering the acid 
pigment slurry. However, the adsorption by the pigment 
proceeds sufficiently fast so that the under optimum con- 
ditions, a negligible amount of oil fails to be adsorbed. 
(Thru C. A. 43, 4490, 1949), 


Egg Substitute from Casein, Torsten W. Lindewald 
and Simon Gruben (to Svenska Mjolkprodukter Aktie- 
bolag). U.S. 2,468,677, April 26, 1949. A substance that 
may be whipped to form a stable foam in the presence of 
water is produced by treating fat-free milk products with 
a substance capable of converting calcium compds into 
slightly soluble or slightly dissociated compounds. Skim 
milk, buttermilk, acid-precipitated casein, or rennet 
casein may be used as a starting material and the sub- 
stance added may be a neutralized solution of sodium 
pyrophosphate, orthophosphate, hexametaphosphate, 
tartrate, or carbonate. The reaction is maintained be- 
tween pH 6 and 7. The product may be dried by either 
the spray or roller process. (Thru C. A. 43, 5512, 1949). 


Salt Substitute, Edward D. Davy (to Sterling Drug, 
Inc.). U.S. 2,471,144) May 24, 1949. A salt mixture con- 
taining no soduim conipounds, but similar in taste to 
NaCl contains KC] 66, NH,Cl 12, starch 17, K formate 
3, Ca formate 1, and 1°, magnesium citrate. (Thru C. A. 
43, 5556, 1949). 


Nicotinamide in cosmetic emulsious. Fritz Schaaf. 
(U.S. 2,437,561).—Formulas are given for emulsions con- 
taining naturally-occurring multi-unsaturated fatty acids 
and sunflower or sweet almond oil for their vitamin F 
effect together with nicotinamide, which is added in the 
form of a 0.1 per cent aqueous solution. Addition of 
nicotinamide allows reduction of the amounts of the 
substances which produce the vicamin F effect. Cf. C.A. 
38,21631. S. W. Goldstein. (C.A., 42, 3913, 1948.) 


Depilatory Action of Urea. K. H. Gustavson. J. Soc. 
Leather Trades’ Chemist 33, 163-4 (1949). Urea solu- 
tion (6 to 8 M) loosens calf and cow hair in 2 to 3 days 
and 5 to 6 days respectively, at 20 under toluene. The 
effect is ascribed to solution of “soft keratin of the stra- 
tum mucosm. The mechanism of the unhairing action 
of NaCl (Kritzinger, C.A. 43, 40381) probably is simi- 
lar. (Thru C.A. 43, 6447, 1949.) 


Cholesterol. United Domestic Industries Ltd. and 
Ernest Katscher. Brit. 613,778, Dec. 2, 1948. — A clear 
solution of woll-wax alcohols in EtOAc, refluxed with 
10% succinic acid, precipitates a crystalline complex 
of 2 mols. of cholesterol with 1 mol. of the acid. Pure 
cholesterol may be obtained by decomposition of the 
the complex with dilute alkali or hy extracting a hot 
C,H, solution of the complex with a small quantity of 
water, followed by crystallization cf the cholesterol from 
the C,H, layer. The yields are higher than those ob- 
tained with oxalic acid. (Thru C.A. 43, 4433, 1949.) 
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E-Z Nail Polish Remover 


Nail polish remover in a wide- 
mouthed bottle with a built in 
brush is being marketed by Helen 
Neushaeler. Selling for 25 cents, 
E-Z Brush ‘Type Remover makes it 
possible for a woman to remove 
her nail lacquer easily by dipping 
her finger into the bottle and rub- 
bing the nail against the brush. 


Faberge’s Act IV fragrance will 
arrive in stores October 15. The 
line includes perfume, cologne 
and bath powder packaged in 
white and gold lined with purple. 
Prices range trom $5.00 to $50.00 
lor the perfume, $1.25 to $10.00 ton 
cologne and $2.00 and $3.50 for 
bath powder. 


Dr. Lyons ammoniated tooth 
powder has a new closure designed 
especially so that the cap may be 
easily mailed in response to pre- 
mium offers. ‘The R. L. Watkins 
Co. division of Sterling Drug, Inc., 
manufacturers, also revised the la- 
bel on Dr. Lyons cans to incorpo- 
rate bolder type. 


175th Anniversary Treasure by 
Houbigant Inc., New York = is 
a round package — containing 
Quelque Fleurs eau de toilette and 
perfume. The outside of the box 





Houbigant anniversary package 


has on it the basket of flowers 
which has been the Houbigant in- 
signia since 1775 on a blue back- 
ground with a ring of flowers. 
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Doe eyes is apparently catching 
on in Australia, according to Soap, 
Perfumery & Cosmetics. An Aus- 
tralian cosmetic consultant Says 
that the doe eyed look is becoming 
popular in both Sidney and Mel- 
bourne, although it is often over- 
done in the daytime. The same 
source also reports the success ol 
mother and daughter advisory 
service in a cosmetic department 


of a store. The same idea might 
work well in this country. 
Fluid Color is a new liquid 


foundation being promoted — by 
Dermetics, Inc. Available in- six 
shades, it will sell for $1.59 plus 
tax for one and a half ounces. 


Coty has redesigned the pack- 
ages for its L’Origan line to keep 
up with changing fashion trends. 





New L’Origan packages 


Coty has retained the gold leat 
motif as well as the metal shaker 
container for talcum powder. 


Stanley Home Products, West- 
field, Mass., makers of products 
sold house-to-house, uses a pinch 
bottle for its hand cleaner, mouth 
refresher and shampoo. The pinch 
is formed by the company’s dia- 
mond shape trade mark molded 
in relief on the sides of the bottle. 
Labelling is simple, consisting of a 
rectangular paper label with two 
logotypes for the firm’s  trade- 
marks, while the product name, 
size and directions for use are set 
in type. 


New Packaging and Promotions 

























































Fashion Sachet collection made 
by Charles of the Ritz is a dupli- 
cate of a book with four sachet 
envelopes in the form of fashion 





Fashion sachet 


prints from the French Directoire 
period. Scented with Directoire 
lragrance, the package sells for 


$3.50, 
Angel Face Mirror Case by 
Pond’s is a_ lightweight — plastic 


compact in white decorated with 
the traditional Pond’s floral design 
in gold. Available in six shades, 
Angel Face is said to give a mat 
finish to the skin witheut the use ol 
a separate foundaticn. 


Matchmates are Prince Matcha- 
belli’s Stradivari cologne and _per- 
fume being promoted for fall bv 
the company. For $3.00, a pur- 
chaser gets four ounces of Stradi- 
vari cologne in a carton with a 
purse dispenser of perfume at- 
tached to the top by a bow. 


Cuticura Shampoo is the latest 
product of the Potter Drug & 
Chemical Corp., Malden, Mass. 
The shampoo is packed in an eight 
ounce rectangular bottle with a 
plastic screw cap and the only la- 
bel is a circular black sticker bear- 
ing the name of the maker, the 
brand, and the size. 


Sta-Put lipstick, a new Lenthe- 
ric product, is claimed to elimi- 
nate smearing and marking of 
cups, napkins, cigarettes and peo- 
pie. The new lipstick will appear 
in stores in October in eight col- 
ors in golden cases labelled at the 
top with an ‘L’” surrounded ty 
three fleur-de-lis, and packed in an 
acetate box. 


The American Perfumer 


pick h alan MARYLAND 


‘fen 
ad deal SS 


OVAL 


FLUTED 
OVAL 


= yy 
a 


Sy td 2G: 
OVAL 





GLASS 


Get your product off on the right foot with a good 
first impression. Stop shoppers with the sparkle of 
crystal clear Glass and graceful design. It's easy to do and 


economical, too, when you pack to attract in Maryland Glass. 


A wide variety of attractive styles in popular sizes is 
always carried in stock for your convenience .. . for 


immediate shipment. 


Let us send you samples. Just tell us the nature 
of your product and the sizes in which 


it is packed. There's no obligation so write today. 


MARYLAND GLASS CORPORATION 
BALTIMORE 30, MARYLAND 





TIMELY SOLUTIONS TO 
| FROM THE GIVAUDAN 


special odors for aerosol bombs 


With competition in aerosol dispensers steadily increasing—for insecticides, sprays, 
room deodorants, perfumes and other purposes—the right odor is becoming 
an increasingly important sales factor. 


With many purchasers, odor is the dominating sales factor. 


Givaudan has conducted a considerable amount of research in the development of special 


odors to meet the specific requirements of aerosol bombs for various purposes. 
These odors are produced from the highly purified line of Givaudan aromatics. 


A sample of your product, and information regarding its toxic or deodorant principle, 


will enable our laboratory to supply perfume oils that 


1. will be completely soluble in aerosol solvents 

2. will leave no sediment in the bombs 

3. will not clog the very small valves 

4. will not decompose 

9. will not affect the properties of other ingredients 
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PRESSING PROBLEMS 
RESEARCH LABORATORIES 


essential oils that duplicate nature’s best 


(in everything but the cost!) 


Givaudan’s synthetic essential oils not only duplicate nature’s best efforts, but surpass 
them in uniformity—at a cost far below the cost of natural oils. Why not profit by the independence 


and economy these Givaudan products offer you? We suggest: 


for vetivert—VERTONE 


Recommended for use with the natural in a mixture in which vetivert itself 
would be required in proportions as low as 10%. VERTONE blends extremely 
well with vetivert oil. The combination has remarkable lasting power and is excellent for use 


in soaps and in the perfuming of creams and powders. 


for geranium—GERANIUM SYNTHETIC 1086 


Recommended as a total replacement, particularly for 


geranium Bourbon whose deep floral odor is excellently reproduced. 


—GERANIUM SYNTHETIC GIVCO 


\ very inexpensive geranium material whose note is closely similar to the Algerian oil. 


for patchouli—PATCHOL 


Lends itself harmoniously to blending with oil of patchouli. The 


combination is very stable in soap and will not induce discoloration. 


W rite for samples and full information on these 


and other timely Givaudan synthetic essential oils. 


Greater Distinction through 


ivaudan-| )elawanna. 


Inc. 


330 West 42nd Street, New York 18, N. Y. 


Branches: Philadelphia + Boston + Cincinnati + Detroit « Chicago + Seattle « Los Angeles « Montreal « Toronto 





o eulsificrs 


Soapless, Neutral and Acid Emulsions 


Glyceryl Monostearate — Acid Emulsifying. For 
greaseless, medicated formulations, anti-perspirant 
creams and ointments. 


Tegacid.. 


Glyceryl Monostearate — Self Emulsifying. For 
neutral greaseless creams, lotions, ointments, sun- 
tan creams. 


Tegim.... 


T e Gi ae pp Bess Propylene Glycol Monostearate—Self Emulsifying. 


For greaseless creams, lotions, ointments, brushless 
shave creams, cosmetic stockings, suntan creams 
and lotions. 


Te cim 3D I > Glyceryl Monostearate — Non-Self Emulsifying. 


Used in conjunction with ether auxiliary emulsifiers. 


LANOLIN ABSORPTION BASES 


PROTEGIN X—For Nite Creams and Ointments. 
1SO-LAN—For Creams, Lotions and Ointments. 


PRESERVATIVES 


Esters of Parahydroxybenzoic Acid 
TEGOSEPT M_ TEGOSEPTE TEGOSEPT P BUTYL TEGOSEPT BENZYL TEGOSEPT 


ANTIOXIDANTS 


PROPYL GALLATE ETHYL GALLATE 
Inhibit Rancidity, Preserve Flavor in Edible Fats 


Complete Technical Data on Request 


GOLDSCHMIDT 


CHEMICAL CORPORATION 
153 Waverly Place, New York 14, N. Y. 


SERVING INDUSTRY FOR A QUARTER CENTURY 
SALES REPRESENTATIVES 


BOSTON + CHICAGO + LOSANGELES + ST.LOUIS * MONTREAL * TORONTO 








Flavors 


Aromatic and Terpene Isovalerates 


The isovalerate esters of the aromatic and terpene alco- 


hols are not only useful flavoring components but are 


also interesting for their applications in perfumery 


N a prior paper the physical prop- 

erties and the flavor application 
of the principal aliphatic isovaler- 
ates and valerates were detailed. It 
was shown that these compounds 
had, in general an apple flavor which 
must be attributed to the acid con- 
stituent of the molecule. It was also 
pointed out that the isovalerates 
were one of the first group of esters 
employed in flavor formulation. 
The isovalerate esters of the terpene 
and aromatic alcohols are also inter- 
esting compounds. These have 
greater flavoring power than the 
aliphatic esters and they have found 
much wider application in per- 
fumery. 


Aromatic Isovalerates 


Benzyl isovalerate, (CH.,),CHCH, 
COOCH.C,H,, benzyl Sansiniion 
tanoate, is a colorle SS liquid with an 
apple flavor, a sweet taste, and an 
agreeable rose, fruity odor. Its chief 
difference then in flavor property 
from the aliphatic isovalerates is the 
rose character. It has a Loge grav- 
ity of 0.985 to 0.987 at 2 25 deg. C. 
it has a boiling point of 2 250 deg. C.; 
and a refractive index of 1.486 to 
1.489 at 20 deg. C. One volume of 
this ester is soluble in 130 volumes 
of 45 per cent alcohol, in 17 of 70 
per cent, in 2 of 80 per cent, and in 
| of 90 per cent alcohol. Benzyl iso- 
valerate has been recommended for 
use in apple, apricot, banana, grape, 
peach, pineapple, plum, raspberry, 


® Professor of Chemical Engineering, Poly- 
technic Institute of Brooklyn. 
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MORRIS B. JACOBS, Ph. D.* 
and strawberry flavors. It has also 
been suggested for cranberry and 
quince essences. The ester has been 
recommended for florals but only in 
small amounts. Thus it may be used 
in small quantities with benzyl ace- 
tate in jasmin and also in apple 
blossom perfumes. The ester is avail- 
able nearly all firms dealing in 
aromatic chemicals. 


Phenethyl Isovalerate, (CH,). 
CHCH.COOCH.CH.C,H,, which 
is also known as phe nyle thyl isoval- 
erate, beta-phenyle thyl isovalerate, 
benzyl carbinyl isovalerate, is a col- 
orless liquid with a peach flavor, a 
bitter-sweet taste and a very fruity 
rose odor. This ester has a specific 
gravity of 0.947—0.977 at 25/25 deg. 
C.; it has a boiling point of 265-266 
deg. C., and it has a refractive index 
of 1.484 to 1.486 at 20 deg. C. Phen- 
ethyl isovalerate has medium vola- 
tility; it is soluble in 80 per cent 
ethyl alcohol and one volume is sol- 
uble in 14 volumes of 70 per cent al- 
cohol. It has been recommended for 
apple, apr icot, peach, and pineapple 
compositions in small amounts and 
has also been used in tobacco flavors. 
It is employed in perfumery as a 
modifier, to obtain a fruity effect in 
florals, and particularly in crab ap- 
ple and wisteria perfumes. 


Cinnamyl isovalerate, (CH,),CH 
CH.COOCH.CH:CHC,H,,  gam- 
maphenylally! isovalerate, 3- phenyl- 
2-propenyl 3-methylbutanoate, is a 
colorless liquid with a fruity, spicy 
odor. It has a specific gravity of 
0.991 to 0.994 at 25/25 deg. C. and 


a refractive index of 1.516 to 1.518 
at 20 deg. One volume of the 
ester is soluble in an equal volume 
of 90 per cent ethyl alcohol. Cinna- 
myl isovalerate has been recom- 
mended for use in apricot, maple, 
peach, plum, strawberry, and wal- 
nut flavor formulations. It is also 
suggested for use in rose perfumes 
giving the product a spicy note. The 
ester is available commercially. 

Phenethyl dimethylcarbinyl iso- 
valerate, (CH,)CHCH,COOC(C 
H.).CH.CH.C,H,, is one of the 
more recent isovalerates made com- 
mercially available. It boils under 
reduced pressure at 107-109 deg. C. 
at | mm. Hg and has a refractive 
index of 1.4852 at 22.5 deg. C. This 
ester has a rose character. 

p-Cresyl isovalerate is another aro- 
matic isovalerate which has been 
prepared on a commercial scale for 
use in flavor compositions. 


Terpene Isovalerates 


Citronellyl isovalerate, (CH,). 
CHCH,COOC,,H,,, has an apple 
aroma and a sweet taste. This ester 
is a liquid which has a specific grav- 
ity of about 0.882. Citronellyl iso- 
valerate is soluble in alcohol, one 
volume being dissolved by 13 vol- 
umes of 80 per cent alcohol. It has 
been suggested for apple, date, gren- 
adine, honey, melon, and quince 
flavors. This ester is not carried as 
a stock item. 

Rhodinyl isovalerate is a liquid 
with a specific gravity of 0.918. One 
volume of this mixture of esters is 
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soluble in 6 volumes of 80 per cent 
alcohol. It has a cherry flavor, a bit- 
ter-sweet taste, and an odor re- 
sembling that of red roses. Among 
the flavor formulations for which it 
has been suggested are almond, apri- 
cot, cherry, plum, peach, and pine- 
apple. Rhodiny! isovalerate is not 
listed as a stock item by most firms 
dealing in aromatic chemicals. 

Geranyl isovalerate, (CH,),CH 
CH,COOC,,H,,, is a liquid with a 
specific gravity of 0.890 to 0.893. It 
has an odor that is distinctly more 
fruity than its homologue geranyl 
butyrate but it still has a rose qual- 
ity. One volume of this ester is solu- 
ble in 17 volumes of 80 per cent 
ethyl alcohol. Geranyl isovalerate 
has been recommended for use in 
apple, peach, and pineapple flavor 
essences. It has also been suggested 
for incorporation in small amounts 
in apricot, banana, honey, goose- 
berry, grape, and lemon composi- 
tions. Gerany] isovalerate has some 
use in perfumery in crab apple and 
wistaria types. Several firms carry 
it as a stock item. 

Linalyl  isovalerate, (CH,),CH 
CH,COOC,,H,,, is an isomeric ter- 
pene alcohol isovalerate ester with 
somewhat different flavor proper- 
ties. It has a gooseberry flavor, a bit- 
ter taste and an odor that bears a 
lavender character. This ester has 
analogous solubility characteristics. 
It has been recommended for apple, 
apricot, peach, pineapple, pistachio, 
and plum flavors. It has also been 
used in gooseberry and cranberry 
formulations. This ester is not car- 
ried as a common stock item and 
there appear to be few references to 
its use in perfume compositions. 

Neryl isovalerate is another of the 
isomeric terpene alcohol isovalerate 
esters. It is a liquid with an almond 
flavor, a fruity odor, and a bitter 
taste. It has had only limited use 
as a flavor component in such com- 
position as almond and nut formu- 
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lations. This ester is not carried as 
a stock item by firms dealing in aro- 
matic chemicals. 

Terpinyl valerate, (CH,(CH.,), 
COOC,,H,,, is a liquid which has a 
specific gravity of about 0.942. It is 
soluble in alcohol and is insoluble 
in water. It has an apple flavor, a 
bitter-sweet taste, and a fruity odor 
with a floral note. While it is not 
carried as a stock item, references to 
its applications indicate that it may 
be used for apple, apricot, banana, 
gooseberry, grape, plum, pineapple, 
raspberry, and strawberry flavor es- 
sences. There seems to be little of 
this material used in perfumery. 

Menthyl isovalerate, (CH,),CH 
CH.COOC,,H,,, also known as 
l-menthyl isovalerate, and under the 
name of Validol, is a colorless liquid 
which has a spevific gravity of 0.895 
to 0.898 at 25/25 deg. C.; it has a 
boiling point under reduced pres- 
sure of 129 deg. C. at 9 mm.; it has a 
refractive index of 1.446 to 1.448 at 
20 deg. This ester has an odor with 
a menthol note, a slightly bitter and 
cooling taste, and a cranberry flavor. 
One volume of the ester is soluble in 
6 volumes of 80 per cent ethyl alco- 
hol. The ester has been isolated 
from American peppermint oil. It 
has been used as a component ol 
synthetic peppermint oils and it has 
found considerable use in pharma- 
ceutical preparations as a_ flavor. 
Menthyl isovalerate has also been 
suggested for use in cranberry and 
black currant flavoring composi- 
tions, 

A comparison of the application 
properties of the aliphatic isovaler- 
ates on the one hand and the terpene 
and aromatic isovalerates on the 
other shows that the latter have 
greater use in perfumery than the 
former. While the aliphatic isovaler- 
ates almost invariably have an apple 
flavor, the aromatic and terpene iso- 
valerates tend to have a more floral 
character which reduces the amounts 
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Useful Books on Flavor 


Flavor by Ernest C. Crocker. 
Philosophy of flavor perception, chemistry of flavoring 
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Synthetic Food Adjuncts by Morris B. Jacobs, Ph.D. 
Synthetic food colors, flavors, essences, sweetening 
agents, stabilizers and similar food adjuncts . 






BOOK DIVISION 
Moore Publishing Co. 9 E. 38 St. New York, 16, N. Y. 


that can be used in flavor formula- 
tions but enhances their value in 
giving such flavor compositions a 
floral nuance. 


Manufacture of Ringless 
Citrus Emulsions 


“ITRUS FLAVORS are _pre- 
pared by emulsification of sin- 
gle strength or concentrated citrus 
oils into a water phase. Vegetable 
gums such as gum Acacia are used 
as emulsifying agents to allow 
proper dispersion of oil globules 
and to prevent their agglomera- 
tion into layers of oil. Increased 
permanence or stability of the 
emulsions can be obtained by pass- 
ing the finished emulsions through 
homogenizers or colloid mills 
which cause a mechanical break- 
down of the oil until their particle 
size is small and their tendency to 
‘cream’ is lessened. 


Cause of Ring in Bottles 

The protective effect of the wa- 
ter soluble gums, which coats ev- 
ery oil particle with a monomo- 
lecular layer of gum and thus pre- 
vents separation of free oil, is 
greatly reduced when the flavor is 
added to syrups and beverages are 
prepared therefrom. The differen- 
tial in specific gravity between that 
of citrus oils and that of the bev- 
erage is now great enough to cause 
separation of a concentrated emul- 
sion carrying a higher percentage 
of oil. This concentrated emulsion 
or ‘cream’ will rise toward the neck 
of the bottled beverage forming 
there a white line or cream which 
is known as ‘ring.’ 

The formation of rings in citrus 
beverages is mainly a problem of 
gravity adjustment. Therefore it 
was necessary to develop oils of 
higher gravity which could be 
blended with citrus oils in order to 
raise their gravity to that of the 


Methods of preventing off flavors in 
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beverage. The adjusted oils would 
then lose their tendency to rise 
and would remain dispersed 
throughout the aqueous phase. 

Brominated vegetable oils were 
specially developed to solve such 
gravity problems. As flavor chem- 
ists. we realized that one of the 
prime requirements should be to 
produce ‘heavy oils’ that would be 
non-toxic, would not change the 
flavor quality and strength of the 
essential oils and would not add a 
chemical or oily note to the prod- 
uct. Strict manufacturing and 
laboratory control was set up to 
ensure absence of free bromine or 
hydrobromic acid; to saturate the 
vegetable oils completely for opti- 
mum stability toward rancidity 
and in order to obtain uniform 
specific gravity. 

Specific Gravity Adjustment 

Since orange emulsion flavors 
are the main commercial item in 
which brominated oils are used we 
shall confine ourselves to a discus- 
sion of the stabilization of orange 
oils. Other citrus flavors can be 
prepared using slight variations 
in gravity adjustment. 

The specific gravity of a bever- 
age is mainly determined by its 
sugar content; same is influenced 
by variation in room temperatures 
and therefore it is necessary to re- 
fer to a definite temperature, usu- 
ally 60°F. The gravity of orange 
soda is not uniform since it is the 
custom of each extract manufac- 
turer or each bottler to set up his 
own bottling formulation. How- 
ever, usually a range of sp. g. 1.04 
to 1.055 at 60°F. are used which 
corresponds to from 11° to 13° Brix 
at 60°F. 

The specific gravity of the ad- 
justed orange oil should be .015 to 
025 points "be low that of the bev- 
erage. This differential is necessary 
to compensate for the rise in gravity 
of the oil phase when its soluble 





Note this b. &C. and Ext. D. & C. Col- 
ors for Perfumes, Soaps, Shampoos, Bath 
Salts, Toilet Preparation Compounds, 


Woveset, and Brilliantines. Try SAPONINE 
today—the perfect foam producer. 
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constituents are dissolved out by 
the aqueous phase. Approximate 
gravity adjustment can be made by 
adding brominated vegetable oil to 
a weighed quantity of orange oil 
under agitation, at a rate of 90 Ibs. 
brominated vegetable oil (sp. g. 1.32 
tol.34)to 100 Ibs. orange oil. Final 
adjustment is then made by adding 
orange oil when the gravity is high 
or brominated vegetable oil when 
the gravity is low. 

The required quantity of oil can 
also be arrived at by the use of 
specific gravity formula: 


Let 100 be the volume for orange 
oil 
0.85 be the specific gravity of 
orange oil at 60° F 
1.33 be the specific gravity of 
brominated — vegetable 


oil 
x be the unknown vol- 
ume of — brominated 


vegetable oil 
which is required to 
raise the gravity of 100 
volumes of orange Oil 
1.03 be the gravity to “which 
the oil blend is to be 
raised. 
Then the formula reads as fol- 
lows: 
100 times 0.85 plus x times 1.33 1.03 


100 plus x 


A correction is necessary since 
the results do not take into ac- 
count a shrinkage in volume when 
the two oils are mixed—Dr. David 
Jorysch, research director, H. Kohn- 
stamm & Co. 


Chemical Abstracts 


Electronic aging of alcoholic 
beverages, Arno Brasch to Elec- 
tronized Chem. Corp. U.S. 2,498,- 
735, Feb. 28, 1950. Alc. beverages 
are rapidly aged by means of high- 
velocity electron radiation. The 
electronaged beverage has improved 
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flavor, clarity, and strength. (Thru 
C.A. 44, 4631, 1950). 

The presence of ,-hexanol and 
of coumarin in oil of aspic, Louis 
Girard, Ind. parfum 4, 249-50, 1949. 
An investigation was made of oil of 
Lavendula spica D.C. After removal 
of aldehydes, phenols, lactones, 
acids, and bases, the oil was treated 
with (BuQO).B; alcs. were fraction- 
ated giving a head fraction which 
on redistn. b,,, 150-62°; purifica- 
tion through the phthalate gave 
hexanol. The whole oil freed of 
aldehydes was extd. with 3% 
NaOH, the ext. satd. with CO.,, 
extd. with ET,O, the ET,O ey vapd., 
and the residue taken up in petr. 
ether giving by concn., crystals of 
coumarin. (Thru C.A. 44, 4635, 
1950). 


Flavored Notes 


Interest in the use of monosodium 
glutamate for the flavoring or en- 
richment of flavor in foods contin- 
ues unabated. An article on this 
topic by Daniel Melnick appeared 
in the Scientific Monthly, March 
1950. The nutritional status of glu- 
tamic acid has been reviewed by the 
Amino Products Division of Inter- 
national Minerals & Chemical 
Corp., April, 1950. The manufac- 
ture of monosodium glutamate has 
recently been re sumed in Germany. 

Of interest to all flavor chemists 
and flavorists is the pending promul- 
gation of FD&C Violet No. 1 as an 
additional color for use in foods, 
drugs, and cosmetics. This coal-tai 
dye which is also known under the 
names of Acid Violet 68 and Benzyl 
Violet 48 used formerly to be clas- 
sified as D&C Violet No. 1. The 
effective date for the amendment for 
FD&C Violet No. 1 to become a dye 
for use in foods is 90 days from 
June 7, 1950, the date the specifica- 
tions and other data were published 
in the Federal Register. 

M. B. J. 
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Navy Flavors Drinking Water 
to Boost Morale of Crews 


Many commanding officers of 
naval vessels consider drinking wa- 
ter flavors so important to the mor- 
ale of their crews that they are 
purchasing drinking water flavors, 
directly through commercial chan- 
nels according to D & O News. 
Drinking water flavors are now a 
big morale factor on U. S. Navy 
ships. It was found that flavored 
drinking water was more thirst 
quenching than ship board drink- 
ing water, which is usually dis- 
tilled water, and flat in taste. 


Aromatics in Food and Tobacco 
to be Included in N.Y.U. Course 


Aromatic applications in the 
beverage, confectionery, food and 
tobacco industries will be new lec- 
ture topics in New York Univer- 
sity’s course in aromatics to be 
given during the Fall semester be- 
ginning Sept. 25 Monday evenings 
from 8.10 to 9.55 p. m. The course 
will be conducted at the Univer- 
sity’s Division of General Educa- 
tion, 1 Washington Square, New 
York by Samuel Klein. Guest lec- 
turers will participate. 


No Increase in Sugar Prices 
for at Least Six Months 


Sugar people everywhere, repre- 
senting all sources of supply, have 
pledged themselves not to raise the 
prices for at least six months, and 
probably another six months there- 
after. The sugar prospects in Cuba, 
the Philippines, Puerto Rico, Ha- 
waii and other foreign sources fore- 
cast an extraordinary supply. We 
are told this also is true of cane 
sugar and beet sugar in this coun- 
try. It is predicted in 1951-52 there 
will be available in excess of 12 
million tons of sugar. The puzzling 
equation to everybody concerned is 
the effect of the appearance of the 
million tons that have _ been 
cached by household hoarders in 
every part of this country. Those in 
the know tell you the acute depres- 
sion in prices is expected late next 
winter and early next spring. They 
are watching for an effort on the 
part of the hoarders, either to re- 
selt their sugar to the retailers, or 
they will make an attempt to ne- 
gotiate various trades. Cuba _ re- 
cently sold us 8,600,000 tons of 
sugar. We paid $6.20 per cwt. for 
raw sugar, which sold, as refined 
sugar, at prices varying from $8.10, 
$8.40 and $8.45. We also bought 
150 thousand tons from Puerto 
Rico and the Virgin Islands. It 
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does not yet appear how much we 
got from Hawaii. If Korea had not 
exploded Cuba’s sugar planters 
would have gone broke with an 
unsaleable surplus in excess of 1,- 
500,000 tons. 


Licenses on Chewing Gum Bases 
and Resins Offered 


Shawinigan Chemicals Ltd. of- 
fers for license on_ reasonable 
terms the following four patents 
among others on chewing gum 
bases and resins: 

Pat. 2,085,490. Chewing Gum 
Composition. Patented June 29, 
1937. The composition comprises 
low viscosity polyvinyl acetate pre- 
pared by a designated procedure to 
avoid bitterness, together with 
plasticizer and filler. Groups 20- 
73; 28-89. Reg. No. 37,809. 

Pat. 2,288,100. Chewing Gum 
Base. Patented June 30, 1942. The 
composition comprises low viscos- 
ity polyvinyl acetate, wax, plasti- 
cizer, and filler. Groups 20-73; 28 
—89. Reg. No. 37,810. 

Pat. 2,413,239. Plastic Composi- 
tion of Polyvinyl Ester and Wax. 
Patented Dec. 24, 1946. This com- 
position. provides a high quality 
base for chewing gum; it comprises 
polyvinyl acetate, wax, and natural 
or butyl rubber, in specified pro- 
portions, together with plasticizer 
and filler. Groups 20-73; 28-89. 
Reg. No. 37,811. 

Pat. 2,504,436. Catalyst for Poly- 
merizing Vinyl Acetate. Patented 
Apr. 18, 1950. This patent pro- 
vides a process for preparing low 
viscosity polyvinyl acetate of the 
very high quality required for use 
in chewing gum. Groups 20-73; 
28—89. Reg. No. 37,812. 

Incuiries should be sent to 
Patent Dept., Shawinigan Chemi- 
cals Ltd. P. O. Box 6072, Montreal, 
Quebec, Canada. 


Hearings on Definitions and 
Standards for Ice Cream Nov. 13 


Hearings on the establishment of 
definitions and standards of iden- 
tity for ice cream will be resumed 
by the Food and Drug Administra- 
tion November 13. 


Sugar Quotas from Cuba 


Increased 600,000 Tons 


The Secretary of Agriculture 
has announced the purchase of 
600,000 tons of sugar from Cuba. 
Total sugar quotas for 1950 have 
now been increased to 8,450,000 
tons. This is felt to be adequate 
for all needs. 


Animal Musks for Flavors 


Developed by Charles Sparhawk 


The application of animal 
musks for flavors while not en- 
tirely new is a new departure, par- 
ticularly the actual use of such a 
material as mosque for vanilla, 
maple, coffee, walnut and many 
tobacco items, as developed by 
Charles V. Sparhawk of the Spar- 
hawk Co., Sparkill, N.Y. 

Flavors of the heavy type can 
utilize such a musk successfully, 
Mr. Sparhawk states, but it is not 
recommended for citrus or fruit 
flavors as they generally rely on 
citric and tartaric acids. Petra, an- 
other musk, he points out, gives 
some interesting notes as it intensi- 
fies the effect of bitter flavors. It is 
now being tested with aromatic 
fruit ethers. 

Due chiefly to prohibitive costs 
animal musks have not been em- 
ployed in flavor work but with 
American supplies available many 
firms can afford to use them. 


Artificial Vanillin in “Pure 
Vanilla Flavor” is Misbranding 


A 15 gallon barrel labeled 
“Pure Vanilla Flavor’ was con- 
demned by the Food & Drug Ad- 
ministration on the ground that 
it was misbranded as it was shown 
that artificial vanillin had been 
added to the product to make it 
appear better and of greater value 
than it was. The shipment from 
Parker Vanilla Products of Balti- 
more was delivered to a charita- 
ble institution by order of the 
F.D.A. 


Vegetable Extracts to Bring Out 
Hidden Flavor in Foods 


To bring out the natural flavor 
of such foods as coffee, tomato 
soup, cola drinks and fruit prod- 
ucts a flavorless liquid said to be 
compounded from vegetable ex- 
tracts is announced by Phillips Sci- 
entific Laboratories. One drop is 
said to be sufficient to bring out ex- 
isting but hidden flavor in 6 to 8 
ounces of liquid or solid food. 


Regional Meetings of 
F. E. M. A. Popular Last Year 


The regional meetings of the 
members of the Flavoring Extract 
Manufacturers Assn. last year which 
were inaugurated by President 
John Curlett proved to be popular. 
Sessions were held in New York and 
Chicago to acquaint members with 
activities. 
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A NORDA ORIGINAL makes every new product 
uniquely yours. Here’s your own different 


odor that makes each of your products distinctive. 


There’s a modern, lingering, spicy bouquet 
about A NORDA ORIGINAL. Smart women 
like the fragrance. Smart women are buying 
colognes, toilet waters, creams, lotions, lipsticks, 
deodorants, soaps, and many a new exciting 


perfume created with A NORDA ORIGINAL. 


Test A NORDA ORIGINAL yourself. Try the 
smell that will sell your new products. 
Ask today for free samples from Norda— 


first ever to talk sales scents. 


NORDA MAKES 
GOOD SCENTS 





Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO + LOS ANGELES * ST. PAUL * MONTREAL * TORONTO 
HAVANA * MEXICO CITY * LONDON °* PARIS 
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Mixtures of Soap and a 


ommercial Alkyl Aryl Sulfonate 


How and why mixtures of soap and synthetic detergents 


may be utilized to produce more efficient cleaners. . . . 


A no man’s land may become a fruitful garden of profits 
: g p 


Ba H. 


IXTURES of soap and _ syn- 

thetic detergents are now be 
ing sold in the form of pastes, flakes 
and bars. Where suitable ready- 
made mixtures are not available, 
many industrial users have learned 
to make their own combinations by 
charging both soap and synthetics 
to their processes. 

Experience has shown that the 
synthetic detergents may contrib- 
ute their valuable properties to 
soap and likewise that soap may 
contribute its valuable properties 
to synthetic detergents. 

Research on the mixtures has 
not been particularly active in 
spite of their commercial success. 
Research workers in both the soap 
and synthetic field have tended to 
specialize and avoided the study of 
mixtures. Where research has 
been carried on with the mixtures 
it has very often been disappoint- 
ing. Research workers who have 
failed to find an unexpected syn- 
ergistic action have often over- 
looked the possibility of obtaining 
a mixture which would have the 
valuable properties of both the 
soaps and synthetics. 

Most of the commercial ad- 


© New Products Div., National Aniline Div., 
Allied Chemical & Dye Corp. 

+ Published by courtesy of the Journal of the 
American Oil Chemists’ Society. 
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vances in the field of soap and syn- 

thetic mixtures have been made by 
the soap manufacturers. Mixtures 
are nothing new to soap makers 
who mix perfumes, antioxidants, 
glycerine, naphtha, antiseptics, 
lanolin, alkaline builders, color 
and a great many other substances 
with the salts of the f atty acids. 

In studying the special value of 
synthetic detergents and soaps, first 
consideration should be given to 
the properties possessed hb soap 
which the synthetic detergent 
manufacturer often needs and the 
properties possessed by synthetic 
detergents which can be useful to 
the soap manufacturer. 

The faults of one component 
are frequently the virtue of the 
other. The research worker in the 
field will recognize this in the fol- 
lowing comparison. 


Complementary Properties 


Soaps have a relatively slow rate 
of solubility compared with the 
synthetic detergent. A very desir- 
able improvement in the solubility 
can be obtained by the addition of 
the synthetics. Soaps are slow to 
dissolve and difficult to rinse out. 
The addition of synthetics really 
speeds up the rate of solution and 
the slow rinsing. Synthetic deter- 
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hand are much 
many purposes. 


gents on the other 
too soluble for 
They can be pressed into cakes 
which could be convenient as 
hand soaps, but these cakes dis- 
solve too quickly for a satisfactory 
hand soap and they disintegrate 
when left standing in the water 
which is inevitably present in a 
soap dish. Soap serves to give a de- 
sirable control to the over-soluble 
synthetic and makes possible the 
manufacture of a satisfactory hand 
cake. Such cakes account for a large 
share of the commercial market 
for mixtures of soaps and synthetic 
detergents. 


Cold Water Soaps 


Soaps are difficult and in many 
cases impossible to use in cold wa- 
ter. A synthetic like “Nacconol”* 
NR on the other hand washes 
about as well in cold water as it 
does in hot water. In many in- 
stances washing must be carried 
out with cold water as, for ex- 
ample, where the water is taken di- 
rectly from a well. A mixture of 
soap and synthetic is an ideal hand 
soap for use in cold water. No 
farm washstand is complete with- 
out a cake of this versatile soap. 


1 Trademark “‘Nacconol” registered in U. S. 
Patent Office by Allied Chemical & Dye Corp. 
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This type of soap is particularly 
useful when greasy or particularly 
grimy hands are to be cleaned in 
cold water. 


Slipperiness 


Synthetics, like soaps, can be 
prepared in bar form. Most cakes 
made from synthetics have a harsh 
feel and a rough appearance after 
the first use, whereas soap cakes 
are smoth and slippery through- 
out their use. People have become 
accustomed to the slippery “feel” 
of soap and like it. Soap con- 
tributes this very valuable slipperi- 
ness to the synthetics. On the other 
hand this slipperiness can become 
very undesirable. Soaps used to 
wash the floor can make it danger- 
ously slippery. Furthermore, they 
rinse poorly from cold surfaces. 
The synthetic makes a real contri- 
bution because slipping is mini- 
mized and the removal of slippery 
soaps is accelerated. 


Lubrication 


Soaps serve to lubricate fabrics 
which are subjected to_ intense 
mechanical processing. This lu- 
brication helps to avoid wear. 
Where the soap is used alone, it 
lubricates well but is difficult to 
rinse away. Synthetics have some 
lubrication in strong solution but 
lack the almost perfect lubrication 
ol soap. If synthetics are used by 
themselves in protracted rubbing 
processes there may be more wear 
than would be shown by soap in 
the same period of time. However, 
the synthetics wash and rinse out 
with great rapidity; the shorter 
processing cycle can compensate 
for the lack of lubrication. Where 
there is extreme mechanical ac- 
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tion, it is advantageous to use mix- 
tures which lubricate and which 
can be rinsed out in short periods 
of time. 


Hard Water or Acid Waters 


It has often been stated that the 
principal advantages of the syn- 
thetics is their behavior in hard or 
acid water. When soaps are used 
in acid water, fatty acids are pre- 
cipitated and the action of the 
soap is destroyed. In hard water 
calcium and magnesium salts form 
gummy precipitates with the soap 
which coagulate and fasten them- 
selves to surfaces. These are the in- 
soluble soaps which form the “ring 
around the bathtub” and which 
cause the undyed, white spots on 
freshly dyed textiles. ‘““Nacconol,” 
used with soap, corrects this soil- 
ing problem by emulsifying or dis- 
persing precipitated fatty acids 
and lime soaps. 


Lathering and Suds 


Soaps vary widely in their abil- 
ity to lather. Raw materials for 
soap manufacture are selected 
carefully to provide the degree ot 
lathering that will be suitable to 
the consumer for the job at hand. 
In similar fashion the lathering 
ability of synthetic detergents var- 
ies quite w idely from one type of 
product to another. When soaps 
are combined with synthetic deter- 
gents, certain lathering incompat- 
ibilities will be found where the 
mixture provides less foam than 
either of its components. Proper 
selection of these components is 
necessary and they must be 
used in the correct proportion. 
Under hard water conditions the 
soap-synthetic detergent mixtures 
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lather by virtue of the presence of 
the synthetic. 


Deodorant Action 


Although soap has limited effec- 
tiveness as a deodorant, it is con- 
venient and easy to apply, but its 
deodorant action is very short 
lived. The deodorant properties of 
“Nacconol” have been described 
(Synthetic Detergents and Odors, 
Flett, Toone & Booth, Am. Per- 
fumer, June, 1947). This deodor- 
ant action is quite persistent. 
“Nacconol,” however, is inconven- 
ient to apply as a deodorant. The 
mixture of the soap and “Nac- 
conol” gives the ease of applica- 
tion combined with the effective 
deodorant action. 


Early Tests on Mixtures 


The mixtures of soap and 
synthetic detergents have been 
studied in our laboratories since 
the synthetic detergent was first in- 
troduced into this country. The 
first studies were directed to an im- 
provement of the sudsing of soap, 
by the use of the alkyl sulfates, a 
study which was abandoned when 
it was found that the mixtures 
then being studied would lose 
practically all suds in hard water. 

Later on studies were made of 
the addition of the alkyl aryl sul- 
fonate type of synthetic to soap as 
a means of avoiding the lime soap 
precipitation on the sides of the 
bathtub and wash basin, the com- 
monly known “ring around the 
bathtub.” The results obtained 
were really very good although not 
perfect. 

Satisfactory milled bars of good 
appearance were produced in stand- 
ard soap milling equipment which 
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showed a superiority of perform- 
ance in hard water over the usual 
milled toilet soaps. These bars 
have stood up without develop- 
ment of rancidity for a period of 
about fourteen years. These soap 
milling tests were subsequently ex- 
tended to include the use of larger 
proportions of synthetic detergent. 
We were able to produce, in 1938, 
soaps containing up to 40% of ac- 
tive synthetic detergent. A signifi- 
cant fact about these soaps with a 
high synthetic organic content was 
noted at that time, viz. that they 
lathered freely on the hands, 
cleansed well and rinsed easily in 
sea water. 


Salt Water Soap 


When the war with Japan 
started it quickly became obvious 
that the shortage of coconut oil 
would make it impossible for the 
Navy to obtain further supplies of 
its traditional salt water soap made 
wholly from coconut oil. With the 
background already established 
from past experience, the authors 
developed a satisfactory framed 
salt water soap by mixing “Nac- 
conol” with tallow kettle soap. 
Tallow soap served as a very desir- 
able binder and even though it 
was completely precipitated by the 
sea water, the composition con- 
taining it washed whiter than the 
straight synthetic. One very impor- 
tant feature of this soap-synthetic 
blend was that it could be pro- 
duced quickly and in large quan- 
tity by any soap company with the 
simplest equipment for framed 
soap manultacture. This informa- 
tion was immediately turned over 
to the Navy and adopted by them. 
The subsequent large scale manu- 
facture of this “Nacconol’’-soap 
mixture here at Chicago was the 
first substantial production of a 
detergent-soap mixture. 


Deodorant Soap 


Nacconol NRSF is of interest as 
the effective component of a deo- 
dorant toilet soap by virtue of its 
capacity for absorbing or suppress- 
ing odors. The most successful 
soaps of this type contain approxi- 
mately equal proportions of ‘Nac- 
conol”” NRSF and pure soap. 

Milled soap with a large propor- 
tion of a high organic synthetic de- 
tergent like ‘“Nacconol” NRSF 
can readily be obtained if 5 to 10% 
of starch is added (USP 2,438,169). 

A framed soap containing 40% 
“Nacconol” NRFS can be made ei- 
ther by blending the “Nacconol” 


& Essential Oil Review 


NRSF with kettle soap in a 
crutcher or, with much more ease 
and speed, by starting with fatty 
acids and conducting the entire 
soap making process in_ the 
crutcher. A soap having excellent 
lathering, cleansing and deodorant 
properties can be produced by the 
following formula: 


Coconut fatty acids 362 
““Nacconol” NRSF 400 
Water 50 

42° Caustic Soda 
Lye (37.7%) 188 
1000 


Weigh the melted fatty acids 
into the crutcher. Apply heat un- 
til the fatty acids reach a tempera- 
ture of about 120—130° Add the 
“Nacconol” NRSF, followed by 
the water and mix with downward 
motion of the crutcher screw. A 
thin slurry of “Nacconol” NRSF- 
fatty acids will result. Reverse the 
operation of the crutcher and add 
the caustic soda lye gradually, ad- 
justing the addition so that the 
rapid saponification will not get 
out of control. Continue crutching 
for 5-10 minutes after addition of 
all of the lye. Add perfume or 
color as desired and drop into a 
frame. 

The moisture content of this 
framed soap made with coconut 
fatty acids should be held about 
20-22% as made. With less than 
20% moisture the soap may be- 
come too stiff for proper handling 
in the crutcher and above 25% 
moisture the soap may be too soft. 
Stearic acid or tallow fatty acids 
may be substituted for part of the 
coconut fatty acids, if desired, with 
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Cold water soap for G. I’s 


proper adjustment, of course, of 
the amount of lye required for the 
soap. 


Hard Water Domestic Soap 


Soap companies catering to the 
household trade in hard water 
areas have developed built soap 
powders containing 20% to 40% of 
‘“Nacconol” NR. These products 
have been well received by con- 
sumers who find that the combina- 
tion of synthetic detergent with 
soap achieves satisfactory cleans- 
ing and promotes better rinsing 
and removal of finely dispersed 
lime soap. 


Power Laundry Soaps 


During the period when com- 
mercial “laundry soaps were not 
freely available, an extensive series 
of tests was run in one of the larger 
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WHY WAIT FOR A MIRACLE? 
USE OUR 


GERANIUM 5-T-29, IMITATION 
NOW 


ROURE-DUPONT, INC. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17, N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 
510 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 


SOLE AGENTS IN UNITED STATES AND CANADA FOR 


ROURE-BERTRAND FILS et JUSTIN DUPONT 
GRASSE (A. M.) FRANCE ARGENTEUIL (S. & ©.) FRANCE 
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laundries in which “Nacconol” 
NR was used to replace one- 
fourth of the pure high grade soap 
flakes used by this particular laun- 
dry for the washing of white shirts. 
No other change was made in the 
supplies—the same builders and 
in the same amount were used 
throughout the tests without any 
deviation in the washroom cycle. 

A test bundle consisting of white 
T shirts and white dress shirts was 
used. Whiteness of the test pieces 
was measured by the Hunter Re- 
flectometer at the start of the tests 
and after 20, 40, 60 and 80 com- 
plete wash cycles. The average val- 
ues for the reflectances are shown 
in the following table: 


Dress Shirts 
100% 75% Pure 
Soap Flakes 
25% ‘Nacconol'|Flakes 


Pure Soap 
Flakess 
NR 


Start 


20 Washings 
40 Washings 
60 Washings 
80 Washings 


Examination of the 80 loads run 
with soap and with the soap-“Nac- 
conol” NR mixture was made by 
the usual laundry — procedure. 
Laundry inspectors with many 
years experience reported that 
there was no difference in the 
quality of the work produced. 


Diaper Washing 


Considerable evidence has been 
accumulated to show that the 
manner in which infant garments 
are washed has a very definite 
bearing on the infant dermatitis, 
commonly referred to as “diaper 
rash.” 

Clinical data obtained by pedia- 
tricians show that when diapers 
and infant garments generally are 
washed with a synthetic organic 
detergent such as “Nacconol” NR, 
either alone or in combination 
with soap, the dermatitis clears up 
in almost 100 per cent of the cases. 
The irritation is believed to be 
caused by lime soap residues. 

Pediatricians now instruct the 
mothers of young children to wash 
the infant garments with a syn- 
thetic detergent if moderately 
soiled. If the garments are heavily 
soiled, it is recommended that 
they be washed with a combina- 
tion of 4 to % synthetic deter- 
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gent and 4% to % soap, followed 
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by three or more rinses, of which 
the second rinse can advantage- 
ously be made by adding a small 
amount (about 0.05%) of syn- 
thetic detergent to facilitate re- 
moval of traces of lime soap. 


Summary 


This middle ground between 
the soaps and synthetics has not 
been actively exploited, in spite ot 
the intense current interest in the 
straight products. It has been a no 
man’s land where the manufac- 
turers of synthetic detergents have 
carefully avoided soap, which they 
regard as outside of their field, 
while many manufacturers of soap 


T Shirts 


100% 75% Pure 
Pure Soap} Soap Flakes 
25% ‘Nacconol’ 
NR 


have been indifferent to the effect 
of the synthetic detergents. 

In spite of this general indiffer- 
ence, work has been done on both 
sides of the fence with a continu- 
ally increasing use of the mixtures. 
Where mixtures have been ready- 
made, the soap manufacturers 
have been largely responsible for 
their manufacture. 

Commercial mixtures of soaps 
and synthetics have been sold 
where synthetic detergents have 
been found to improve soap for 
specific uses. This trend is certain 
to expand. The present success 
should encourage further research 
and development, commensurate 
with the increasing commercial 
importance of the products. 


Packaging Machinery Mfrs. 
Announce Planning Committee 


The appointment of an Indus- 
try Mobilization Planning Com- 
mittee was announced recently by 
Wallace E. Coughlin, president of 
the Packaging Machinery Mfrs. In- 
stitute. Plans for mobilization will 
be announced at the meeting ol 
the Institute at Hot Springs, Va. 
Also announced was a packaging 
machinery information service at 
the Institute’s offices at 342 Madi- 
son Ave., New York. 


Swift & Co. Offer Patents on 
Detergent Composition, Ete. 


Swift & Co., Chicago 9, Ill. have 
offered for license the following 
four patents in addition to several 
hundred previously issued. In- 
quiries concerning them should be 
sent direct to the company. 

Pat. 2,486,938. Manufacture of 
Fatty Acid Esters. Patented Nov. I, 
1949. Fatty acid to be esterfied 
continuously introduced into a 
tower along with a mixture of al- 
cohol and a strong mineral acid, 
the latter in such proportions that 
the fatty acid is substantially in- 
soluble. The fatty acid passes 
through the mixture and reacts 
with the alcohol to form an ester 
that accumulates as a _ separate 
phase and is continuously with- 
drawn, washed, and collected. The 
acidic alcohol is also continuously 
withdrawn, regenerated, and recy- 
cled for further use. Groups 20— 
92; 28-95. Reg. No. 37,819. 

Pat. 2,489,713. Manufacture ol 
Fatty Acids. Patented Nov. 29, 
1949. Fatty acids and glycerine ob- 
tained from a fat-splitting opera- 
tion are mixed with a suitable sol- 
vent and the mixture chilled to 
crystallize a hard fraction of the 
fatty acids which are removed by 
filtration. The mixture of solvent, 
glycerine, and softer fractions of 
the fatty acid are then subjected to 
distillation to separate the glycer- 
ine and solvent, the vapors of 
which are again fractionated to 
separate the solvent and glycerine. 
Groups 20-92; 28-41-95. Reg. 
No. 37,820. 

Pat. 2,494,114. Stabilization of 
Fatty Materials. Patented Jan. 10, 
1950. Nor dihydro guaiaretic acid, 
citric acid, and lecithin are used in 
small amounts to stabilize fatty ma- 
terials against reversion and ran- 
cidity caused by oxidation. Group 
20—92—99. Reg. No. 37,821. 

Pat. 2,483,253. Detergent Com- 
position. Patented Sept. 27, 1949. 
Acylated dialkylamines incorpo- 
rated in soluble soap prevents the 
formation of scum even in hard 
water. The agent may be used in the 
manufacture of soaps, powders, 
cleansers, special laundering agents, 
etc. Group 28-41. Reg. No. 37,816. 


Procter & Gamble Doubles Its 
Net Profits for Fiseal Year 


Procter & Gamble, Cincinnati, 
Ohio reports a consolidated net 
profit of $61,092,079 for the fiscal 
year ended June 30. Net profits for 
the preceding fiscal year were $28,- 
655,481. 
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Felt Point Pen 


A felt point pen for writing, 
drawing or marking any surface, 
hot or cold, wet or dry, is offered 
by the Felt Point Pen Division of 
the Marsh Stencil Machine Co. It 
employs fast drying inks, black and 
colors and looks like a fountain 
pen. For addressing packages, 
marking signs, price tags, graphs, 
lettering etc. in the office or fac- 
tory it is said to be very useful. 
The ink is fed by automatic 
valve control. Interchangeable felt 
points come in three sizes for 
marking fine, medium or broad 
lines. The ink comes in cans with 
a specially designed nozzle for easy 
filling. 


Non-toxic Germicide 


Parachlorometaxylenol, a_versa- 
tile non-toxic germicide said to be 
useful in deodorant creams is in 
volume production by the Ottawa 
Chemical Co. Its properties, aside 
from non-toxicity, include easy 
miscibility with most bases as well 
as non-staining, non-irritating and 
odorless characteristics in most so- 
lutions or mixtures. Ottasept, as it 
is known, is stated to have advan- 
tages over other specific antiseptics 
by virtue of a phenol coefficient of 
40 to 80. The germicide is said to 
have wide uses in soaps, shaving 
creams, toothpastes, cosmetics and 
pharmaceuticals as well as mass 
antisepsis such as that required by 
the beverage industry. According 
to the company, its process elimi- 
nates almost completely any medi- 
cinal odor from the concentrated 
compound, so that in ordinary so- 
lution or ointment there is no of- 
fending antiseptic smell. Its stabil- 
ity permits storage for long periods 
the makers state. 


New Lauryl Sulfate Detergent 


A new production unit for the 
manufacture of a lauryl sulfate de- 
tergent in Baltimore by U. S. In- 
dustrial Chemicals Inc. is in op- 
eration. The liquid detergent 
known as Sipon L-20 is the first 
surface active agent marketed by 
U. S. I. as the result of a broad de- 
tergent development program un- 
dertaken jointly by the company 
as Societe Sinnova of Paris, France. 
It is anticipated that additional 
surface active agents will be of- 
fered in the near future. Sipon L- 
20 is recommended for use where 
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high foam and detergency coupled 
with mild action on the skin are 
desired as in shampoos and other 
cosmetics. Shampoos made with it 
are completely soluble in luke- 
warm water it is stated and do not 
deposit curds or sticky particles on 
the hair. 


Perfume Pendant Earrings 


To help manufacturers increase 
sales of perfumes the Milandal Co. 
offers pendant earring containers. 


A new perfume novelty 


The bottles are of small size with an 
inside screw stopper and may be 
easily filled with any perfume the 
manufacturer wants to offer. The 
bottles may be had in clear glass, 
gold finished in colors. 


Trade Literature 


Lanamine, a shampoo _ base, 
which is said to produce profuse 
foam, rinse readily and maintain a 
persistent lather with no defatting 
action is fully described in an 8- 
page pamphlet issued by Robinson 
Wagner Co. Inc., 110 E. 42nd St., 
New York, 17, N.Y. Technical 
data and empirical formulas are 
included. A copy will be sent on 
request. 


Manufacturers of cosmetics and 
drugs will be interested in the tests 
that Foster D. Snell Inc., 29 W. 15 
St., New York, 11, N.Y. offers to 
determine the safety of their prod- 
ucts. A booklet “Toxiology” issued 
by the company, describes the serv- 
ice offered by the organization. 


A loose leaf compilation of ex- 
port control regulations and infor- 
mation to keep world traders in- 
formed on commodities subject to 
control, forms in use, license ap- 
plication requirements and cus- 
toms clearance of exportations is 
offered by the U.S. Department of 


Commerce, Office of International 
Trade, Washington, 25, D.C. The 
schedule provides an essential serv- 
ice to those engaging in foreign 
trade. The cost for one year is $6 
and it may be ordered from the 
Superintendent of Documents, 
Government Printing Office, 
Washington, 25, D.C. or the near- 
est field office of the Dept. of Com- 
merce. 


A unique Christmas promotion 
by Belnap & Thompson Inc. crea- 
tors of incentive programs using 
merchandise awards is available to 
sales managers. It is printed in 
color and is based on the theme of 
making every salesman a Santa 
Claus for his family. Samples of 
the new Christmas campaign and 
new prize catalog will be sent on 
request. 


Variety Merchandise Directory 
for 1950 just issued is a 560 page 
encylopedia listing 16,000 business 
organizations in every branch of 
the variety store field with five 
thumb indexed sections listing va- 
riety chains, single store variety in- 
dependents, variety suppliers, 
manufacturers sales representa- 
tives, variety jobbers and whole- 
salers and store equipment, display 
and packaging suppliers. It is pub- 
lished by the Variety Merchandiser 
Directory for $12.50 per copy. 


The first set of changes and ad- 
ditions to “Methods of Analysis 
Applicable to Certifiable Coal Tar 
Colors” has been issued by the Fed- 
eral Security Agency, Food and 
Drug Administration, Washington, 
25, D.C. All holders of the May 
1949 edition should write for a 
copy of the changes and additions. 


The test policy of the National 
Bureau of Standards, Washington, 
25, D.C. is fully described in a cir- 
cular which gives general informa- 
tion on testing and lists fees for 
most of the work that is done. The 
circular “Testing by the National 
Bureau of Standards” is available 
from the U. S. Government Print- 
ing Office. 


The 1950 Catalog of Ungerer & 
Co., 161 Avenue of the Americas, 
New York, 13, N.Y. gives whole- 
sale prices of the essential oils, aro- 
matic chemicals, specialties and 
flavors offered by the company. It 
contains 28 pages. 
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—ds a new aromatic note in your Chypre, Fougere, 


Oriental, and exotic blends. 


You need only a “touch” of this unique aromatic— 
with its striking suggestion of the rich, pungent odor of 
tobacco smoke to produce a novel effect. 

It imparts a new, smart twang that is at once significant, 
yet difficult to discern. In judicious quantities, 

it can rejuvenate one of your old compositions, 


or provide the distinctive character you are seeking 
ALBERT VERLEY AND CO., Inc. 
472 W. Superior St., Chicago 10, Illinois j aoe ‘ 
114-116 East 25th St., New York 10, N. Y. for that new composition you are planning now. 


bays to get a working si > as an “idea starter.” 
seimeandn coteeens 00. It pays to get a working sample as an “idea starter 
1026 Santa Fe Ave., Los Angeles 21, Calif. 

Write for yours today. 


ALBERT VERLEY AND CO., Inc. 
222 Front St., East, Toronto, Ontario e scents 


Representatives in all principal cities 
throughout the world. 
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Hints for Improving Production 





Advice on diluting industrial adhesives to insure efficient label- 


ing... 


New and interesting equipment to aid the pro- 


duction department in improving production in various ways 


LARGE percentage of adhe- 
sive failures may be traced to 
unauthorized additions, dilutions 
and other tampering with formu- 
las, according to Earl C. Lenz, gen- 
eral sales manager, Paisley Prod- 
ucts, Inc. The adhesives of today 
are specialized formulas for spe- 
cialized applications and should be 
handled with considered judge- 
ment if the full value of improved 
products is to be enjoyed. This 
reasoning is most evident he states, 
where synthetic resin emulsion ad- 
hesives are concerned, as many of 
the raw materials used are not 
compatible with additives or dilu- 
ents commonly used for adjusting 
old-time adhesives. 7 
Changing of the formula-bal- 
ance in an attempt to make adhe- 
hesives go farther, dry slower or 
faster, can oftentimes lead to even- 
tual adhesive failure, such as blis- 
tering, delamination,  discolora- 
tion, etc., after the merchandise 
leaves the factory, if not immedi- 
ately after application. The more 
technical adhesives produced to- 
day, which also include many 
starch, dextrine, animal glue, 
casein base adhesives, as well as 
resin emulsion and latex cements 
are usually supplied to a ready-for- 
use consistency. Any _ dilution 
should be done according to the 
manufacturer’s directions and in 
the manner prescribed. Most of 
them can take a certain percentage 
of added water, but reductions 
should be done in small amounts, 
1 or 2 per cent at a time, while 
constantly stirring and tested on 
the job to avoid over-dilution. The 
dilution tolerance can vary quite a 
bit from formula to formula. Oft- 
times, dilution of 4 per cent have 
meant the difference between suc- 
cess and failure in many cases on 
record. 
The Paisley Laboratory _ pre- 
pares laboratory reports on its ad- 
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hesive products of wide appeal, 
which describe the formula base, 
the diluent to be used and the sug- 
gested percentage of dilution to 
try. 

Failures due to improper dilu- 
tion and handling cause delays 
and disappointment to both sup- 
plier and user. The adhesive chem- 
ist is at a loss how to proceed in 
planning new formulations if an 
inaccurate report is sent on a test 
sample because of poor handling 
in the plant. A realization of this 
important point and a better un- 
derstanding of the technical na- 
ture of modern adhesive products 
cannot help but be beneficial to 
all concerned. 

In order to assist all adhesive 
users in figuring the proper 
amount of water to be added to a 
given amount of adhesive to any 
desired percentage, the Paisley 
Laboratory has prepared useful 
calculating chart which will be 
sent on request to any one inter- 
ested. 


New Mixer Mounting Bracket 


A completely new, all-way ad- 
justable swivel mixer mounting 
bracket has been developed for use 
with Alsop standard mixing tanks 
by the Alsop Engineering Co., 500 
George St., Milldale, Conn. 

The distinguishing features of 
the new mounting pointed out by 
the manufacturer are: Split-second 
adjustment to any desired mixing 
position for maximum efficiency; 
and a self contained hand _ bar 
locking device which locks the 
mixer in any operating position 
without wrenches positively and 
quickly. It is available with any 
type mixer for Alsop stainless steel 
open type tanks. The mounting 
bracket is permanently attached 
and yet is fully adjustable. Any of 
the Alsop mixing tanks can be fur- 


nished with the new adjustable, 
permanently attached mixer as a 
complete mixing unit. The 
bracket and clamp design is also 





é 

1ll-way Adjustable Swivel Bracket 
available with all open mixing 
tanks in sizes from 5 to 300 gas. ca- 
pacity for blending, dissolving and 
mixing or any type of processing 
where uniform agitation ‘is neces- 
sary. 

The all-way swivel action in- 
sures speed and ease in positioning 
and shaft and propellers to fit the 
particular kind of agitation to the 
product and process. Alsop com- 
plete mixing units with the new 
bracket clamp can be supplied 
with direct drive or slow speed 
mixers and fitted with many types 
and combinations of propellers for 
specific purposes. 


Manually Operated Polarograph 


A new manually operated Polar- 
ograph is announced by E. H. Sar- 
gent & Co. It is said to be particu- 
larly useful in routine analyses 
where only one substance is deter- 
mined. 
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New Ball Mill Media 


A new ball mill medium which 
is claimed to grind 83% more ma- 
terial than porcelain balls in an 
equivalent grinding time is offered 
by the U. S. Stoneware Co. Borun- 
dum, as it is known, is_ the 
new non-metallic ball grinding 
medium which is stated to be 
heavy, hard and tough and resem- 
bles synthetic sapphire in composi- 





New Non-metallic Grinding Medium 


tion. In ball milling, the company 
states, weight, hardness, —_ and 
size of media are principal factors 
affecting grinding speed. Tough- 
ness and wear resistance are of im 
portance in limiting mill charge 
contamination from media _ wear- 
off. Borundum grinding media, 

is added, weigh over 75“ more and 
are up to 50°, harder than conven- 
tional media such as_ porcelain 
balls or flint pebbles; and_ their 
unique tubular shape provides 
greater contact area. Their rela- 
tively smaller size, it is pointed 
out, was selected after many tests 
as the most effective size for large 
and small capacity mills. The 
dense, non-absorbent body and the 
white, smooth, easily washed sur- 
face, the makers say, permits the 
use of Borundum interchangeably 
in grinding various material with- 
out danger of inter-material con- 
tamination. 


Polyethylene Coated Paper 


Polyethylene coated paper for 
liners for cases, barrels and bags in 
flat or creped form is announced 
by W. Ralston & Co. It may often 
replace burlap as a pallet cover fo: 
outdoor storage, it is stated. The 
plastic coating is stated to be odor- 
les, tasteless, non-toxic, acid resist- 
ant, chemically inert, moisture 
proof and grease resistant and may 
be heat sealed. . 


Corrosive Liquids in Tin Cans 


Corrosive liquids may be 
shipped in tin cans if an ordinary 
tin can into which is inserted a 
bag of polyethylene film, with a 
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thickness of two thousandths of an 
inch, is used, according to the 
Visking Corp. A small square piece 
of Visqueen film is placed over 
the top of the can after filling and 
the bag and gasket are crimped to 
the top seal of the can, so that 
when the top is punctured the gas- 
ket is punctured at the same time. 


Powder Form of Flexible Glue 


For gluing folded boxes, set-up 
box wrapping etc. a flexible, non- 
warping glue in powder form is 
offered by Burton H. Greenwood. 
It is said to be greaseproof and oil 
proof and is non toxic. It is essen- 
tially an animal glue combined 
with various plasticizers and an al- 
cohol reduced to finely granulated, 
dehydrated form. Equal parts of 
the glue and water at 110F. serve 
for the most difficult tight wrap- 
ping operations it is stated. 


Removing Staples 


For removing staples without 
damage to cartons or fastened sur- 
faces a puller is offered by the 
American Machine Works. The 
device is designed to lift all 
types of staples from any surface 
and to pull broken or crimped 
wire with ease. 


Twin Capper for Friction Caps 


A new type semi-automatic cap- 
»er machine has been introduced 
by W. H. Swanson & Co. for all 
types of friction cap closures on 
glass, metal or fibre containers. A 
new double acting cam gear mech- 
anism is said to give ample power 
for any friction cap setting. The 
capper is totally enclosed and is 
adaptable to portable use and may 
easily be adjusted to any container 
height it is pointed out. 


Visual Manostat 


Visual observation of the auto- 
matic vacuum and pressure con- 
trol of the Cartesian manostat No. 
6 for laboratory, pilot plant or in- 
dustrial use is afforded by a tulox 
body tube of transparent tenite ac- 
cording to the description of the 
manufacturer the Emil Greiner 
Co. The tenite tube holds the float 
(or Cartesian diver) an inverted 
cylindrical tube with a closed top, 
which floats in mercury. Inside and 
concentric with the float is a hol- 
low central tube through which a 
fixed quantity of gas is introduced 
into the diver. This gas is trapped 
underneath the float to serve as the 
controlling pressure. 








New Dissolver 


A new dissolver which is said to 
work batches of 5 to 100 gal. of 
material ranging in viscosity from 
1 to 30 thousand centipoises is of- 
fered by the Cowles Co., Inc. To 
make the unit adaptable to con- 
tainers of varying depth the entire 
motor, bridge and dissolver may 
be adjusted in height through a 


Dissolver with Stand and Motor Starter 


range of 11 inches by means of an 
elev ating screw. The bridge sup- 
port, it it is pointed out, may be 
tilted through an angle of 60 deg. 
for quick removal of the impeller 
from tanks, a manual operation 
that is aided by two compression 
springs which act as snubbers and 
boosters. Additional specially de- 
signed impellers are available for 
unusual jobs. Charts for the selec- 
tion of size and rim velocity of im- 
pellers are provided and batch 
sizes are determined as a function 
of the viscosities and flow charac- 
teristics of the materials treated. 





Processing Literature 


Natural and _ synthetic rubber 
pinch type Flex valves are ade- 
quately described and _ illustrated 
in a 16- ge -atalog issued by the 
Flexible Valve Corp. which may 
be had for the asking. 


Propyl gallate and ethyl gallate, 
outstanding antioxidants and 
unique stabilizers, are the subject 
of an exceedingly well compiled 
and informative 14 page brochure 
issued by the Goldschmidt Chemi- 
cal Corp. 153 Waverly Place, New 
York 14, N.Y. Uses in cosmetics, 
perfumery, food — etc. are 
adequately covered. A copy of this 
useful brocure will be sent to any 
one interested on request to the 
company. 
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ONG range politics, involving 

Presidential ambitions, play an 
important part in the tug of war 
over domination of the prospective 
Detense Production Admunistra- 
tion, which is to be the fruit of the 
Controls legislation still pending 
in Congress at the time this is writ- 
ten. The principal contest is be- 
tween W. Stuart Symington, head 
of NSRB, and Commerce Secretary 
Charles Sawver. Symington, indus- 
trial and banking executive from 
St. Louis, definitely a Fair Deal 
Democrat, has apparently devel- 
oped ambitions since he functioned 
as Secretary of Air Force. Truman 
has apparently abetted his hope- 
fulness by giving him every oppor- 
tunity for conspicuousness since he 
became chairman of the National 
Security Resources Board. 

Ever since this organization came 
into existence it was impressed 
upon us that it was the civilian 
rubber stamp for the Munitions 
Board, with no function of its own 
except to make plans and to dis- 
tribute the plans to whatever 
agency should make them operate. 
As soon as the NSRB loomed in 
the public eye, after the Korean ad- 
venture started, the question in re- 
gard to the operating organism to 
make the controls work became 
highly interesting to the _profes- 
sional government people as well 
as to the business people. There 
was a good deal of pulling and 
hauling back of the scenes. Sawyer, 
and the Commerce Department, 
finally emerged as the most fav- 
ored unit in the regular Govern- 
ment setup. Lately, there has been 
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considerable talk about the desir- 
ability of investing the NSRB with 
powers to operate as well as to 
plan. The idea seems to be to make 
the National Security Resources 
Board the top power, under the 
President, in controlling all the 
regulations that eventually will 
come into existence. 

The word is that the impetus be- 
hind this suggestion comes from 
Symington, himself. We are told Sy- 
mington wishes to use the tremen- 
dous publicity that will spotlight 
the Head of the Controls Agency 
to get himself set as the outstand- 
ing candidate for nomination by 
the Democrats for President in 
1956. No one disputes Truman’s ti- 
tle to the nomination in 1952. If 
wise gossip here is properly in- 
formed, the White House supports 
Symington in his ambition. 


National Security Resources 
Board may be Operating Agency 


To make the grade it will be nec- 
essary to change the law in order to 
give the NSRB power to function 
as an operating agency. On the 
other hand, Sawyer, and the Com- 
merce Department, are in the posi- 
tion of doing the job without fur- 
ther legal support. Commerce De- 
partment has the machinery, and 
the personnel, which would supply 
the implements to make the DPA 
an effective organization. However, 
to double copper-rivet the Com- 
merce aspirations, it is proposed by 
the Republican high command to 
make an amendment to the Con- 
trols Law specifically placing the 
task of operating the DPA in 
charge of the Secretary of Com- 
merce. Even though the initiative 
comes from the highest peak of the 
Republican organization, it still 
a doubtful operation. The Fair 
Deal Democrats seek, in every way, 
to prevent the Republicans from 
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getting any credit for any of the in- 
teresting things connected with the 
control legislation. Moreover, al- 
most every other major depart- 
ment, and agency, of the federal 
government, is very lukewarm 
about placing the Secretary of 
Commerce in the position of the 
overall director of defense produc- 
tion. Naturally, Agriculture, La- 
bor, Selective Service, Interior, 
Federal Reserve Board, Federal 
Power Commission, and _ other 
powerful departments and agen- 
cies, would have to knuckle to the 
Secretary of Commerce and_be- 
come subordinate parts of what 
will be the most important and 
overall dominating organization in 
the years ahead. 

The White House actually is 
apparently taking no active sides in 
the controversy, even though it is 
very partial to Symington. The sit- 
uation is rather extraordinary be- 
cause there is no secrecy about the 
fact that Truman is not over en- 
thusiastic about Secretary Sawyer. 
The Secretary of Commerce has 
been reported to be on -the point 
of quitting several times during the 
past two years. However, he is so 
popular with business people, with 
the most influential members of 
the industrial economy, and others 
who make business and finance 
tick, that it has been considered 
unsafe to alienate him and his very 
great following in the national 
economy. His choice as the Direc- 
tor of Defense Production has been 
tremendously popular with busi- 
ness people. They know him not 
only as a member of the cabinet, 
but as a very successful business- 
man and a lawyer, with a very level 
head. During his incumbency he 
has done a great deal to make real- 
istically practical the organization 
within the Commerce Department 
which, for several years, made a 
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highly successful functioning ma- 
chine that voluntarily operated 
the steel allocations and allocations 
of other materials. This organiza- 
tion actively went out of business 
when the law lapsed a year or so 
ago; but the integrated machine 
that did the job is still in the De- 
partment of Commerce. 


Top Unit on Mobilization 
Policy a 12-man Committee 


Symington has given great of- 
fense to the business community of 
the nation by his recent extreme 
partiality for labor. He set up a 
twelve-member overall advisory 
committee to the NSRB. It will 
serve as the top unit on mobiliza- 
tion policy. Its members represent 
industry, labor, agriculture and the 
public. Industry is represented by 
National Chamber of Commerce 
President Otto A. Seyferth, Na- 
tional Association of Manufactur- 
ers President Claude A. Putnam, 
and Chairman Marion B. Folsom 
of the Committee for Economic De- 
velopment. The Labor group con- 
sists of William Green, president, 
AFL; Albert J. Hayes, president, 
International Association of Ma- 
chinists; and Philip Murray, presi- 
dent, CIO. Agriculture is repre- 
sented by Albert S. Goss, master, 
National Grange; Murray D. Lin- 
coln, president, Farm Bureau Mu- 
tual Automobile Insurance; James 
G. Patton, president, National 
Farmers Educational and Coopera- 
tive Union. The public is repre- 
sented by outgoing Senator Frank 
P. Graham, Democrat and radical 
from North Carolina; George H. 
Mead, member Hoover Com- 
mission on Reorganization; Mrs. 
Anna M. Rosenberg, member, 
United States National Commis- 
sion for the United Nations Edu- 
cational and_ Scientific Council. 
Mrs. Rosenberg’s affiliation with 
Fair Deal and extremely liberal 
movements is well known. She, and 
other New Yorkers of similar po- 
litical color, are credited with the 
dominant position of organized La- 
bor in the NSRB. This is regarded 
as a concession to the demand that 
Labor be equally represented in all 
government agencies concerned 
with war mobilization policies. La- 
bor’s position in the NSRB is fur- 
ther confirmed by the fact that 
Symington has appointed, in 
charge of the Washington office of 
the Labor Bureau, Eli L. Oliver, a 
labor leader of the Middle West, 
and Everett Cassalow, of the CIO 
top staff. Both are acknowledged 





spokesmen for labor, and both are 
full-time workers on the staff of 
the NSRB. 


Suppliers and Manufacturers 
to Make up Toiletries Committee 


It still is not clear who will be 
appointed to the various advisory 
committees which will represent 
the many parts and divisions of in- 
dustry. These appointments natur- 
ally cannot be made, nor even 
openly discussed, until the struggle 
between Symington and Sawyer is 
resolved. If the palm goes to Saw- 
yer there is no doubt many advis- 
ory committees, which have func- 
tioned as part of the Department 
of Commerce in the past, will be- 
come the nuclei of the committees 
to be created. The committees to 
represent the toiletries industries 
will broadly consist of those who 
are members of the suppliers in- 
dustry, and those who represent the 
merchandising and retailing indus- 
try. Tentative lists have been for- 
mulated. As soon as the situation 
crystalizes, leaders in the industry 
will be invited to come to Washing- 
ton to discuss final details. 


Advisory Committee on Essential 


Oils Likely to be Formed 


Since essential oils, themselves, as 
well as some other oils, will be ad- 
ministered under the direction of 
the Department of Agriculture, by 
reason of its supervision over foods 
and fibers, an advisory industry 
committee is expected to be set up 
also to work separately with the 
officials in charge at the Depart- 
ment of Agriculture. It is expected 
there may be further advisory com- 
mittees necessary to help those who 
struggle with the problems of man- 
power in the Department of La- 
bor, and those who supervise other 
problems which focus in other de- 
partments or agencies. Washington 
officialdom hopes it may be able to 
operate without the need of requir- 
ing industry representatives to 
come to the capital frequently. 
They wish to avoid the hectic over- 
crowding and confusion which was 
part of the daily life during the last 
World War. They frankly ac- 
knowledge this is chiefly a hope. 


Fund to be Spent for Armed 
Services $30 Billion 


Hopeful patriots, crowding into 
Washington, looking for war con- 
tracts, complain that everything 
seems very slow and too serene on 
the procurement front. They for- 





get big undertakings like those 
ahead require a period of gesta- 
tion. This planning and confer- 
ring, particularly necessary in gov- 
ernment work, is now in process 
here. The fund the armed services 
now have to spend totals roughly 
$30 billion. Before Korea it started 
as a budget of $13,500,000,000. 
After Korea it jumped to $24 bil- 
lion, and then it climbed to $30 
billion. The armed services, and 
other agencies concerned with the 
war, have since been working on 
further estimates of additional 
funds needed. Truman will ask for 
another $15 billion before Christ- 
mas. 


Predict War May Continue 
for Several Years 


Those who know tell us this 
conflict will cost us $50 billion a 
year; and they take it for granted 
the war will go on for a number of 
years. Selective Service is calling 
men at the rate of 50 thousand per 
month. There are dependable in- 
dications that the reserves and the 
National Guard will bring their 
men into Service at about the same 
rate. No one knows how many men 
will be added to the present 1,750,- 
000 regular armed services. It is 
generally assumed we will have 4 
million men under arms by the 
end of next year. Apparently it is 
planned to keep from 4 to 5 mil- 
lion men in fighting preparedness 
until the present world sickness 
subsides, or gets so bad that we will 
need more. In August the work 
force of the nation reached an all- 
time high of 61,500,000 employees. 
It is expected to increase steadily 
until the number reaches 70 mil- 
lion, possibly by next spring. Your 
problem, and everybody  else’s 
problem, will be to get help. Mil- 
lions of men under arms, plus 70 
million at work at home, not only 
will absorb every able-bodied man 
and woman of the United States, 
but will tap the reserves of women 
who usually do not work and aged 
people w ho generally have been re- 
garded as beyond the limit of « 
work age. 


Labor Problem Inherent in 
Total Mobilization 


Total mobilization, obviously, 
must be in the minds of those who 
run our country. They could not 
cope with this manpower problem 
except by compulsion. And they 
could not use compulsion except 
by applying it completely and to- 
tally. 
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Home Hair Tinting Sets to 
be offered for Vast Market 


Home hair tinting sets called 
Tintair to enable women to do a 
professional job of hair tinting at 
home for about $2 with “guaranteed 
results” are to be offered by a new 
concern, Bymart Inc., which will 
open offices at 677 Fifth Ave., New 
York, N.Y. The new type of hair 
coloring will be distributed through 
retail channels such as department 
and drug stores. 

Martin L. Straus 2nd is_presi- 
dent and chairman of the new 
company. Carl Byoir is vice presi- 
dent and chairman of the execu- 
tive committee. Leo Straus is exec- 
utive vice president and treasuret 
and Francis C. Reed is secretary 
and general counsel. Both Martin 
Straus and Leo Straus were former 
executive officers of Eversharp Inc. 
The former was chairman of the 
board of that company. 

The new hair dye which was de- 
veloped by Donu Edmond who op- 
erates a beauty shop in New York 
City may be used on hair that al- 
ready has been dyed and m: iy be ap- 
plied with a brush. 


Lander Buys Elizabeth Kent Co.., 
and Will Redesign Products 


The entire Elizabeth Kent line 
of cosmetics has been purchased by 
the Lander Co., New York, manu- 
facturers of cosmetics for chain 
and variety stores, according to 
George Oestreich, vice-president. 
The purchase includes all molds, 
trade names and other property of 
the Elizabeth Kent Co. The Kent 
line will become a division of 
Lander and all of the products will 
be manufactured at the Kent 
plant. 


NBBMA Cocktail Party for 


Dealers Proved to be Popular 


The cocktail party of the Na- 
tional Beauty & Barber Manufac- 
turers Assn. in the Statler Hotel, 
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New York, August 27 to beauty 
and barber supply dealers proved 
to be a popular and well attended 
attraction. The following day the 
National Beauty Trades Show 
opened. 


Roure-Dupont Inc. Honors Sec- 
retary on Silver Anniversary 


Miss Marion B. Tabor, secretary 
of Roure-Dupont, Inc., New York, 
N.Y. completed her 25th year of 
service with the company August 
8; and in celebration of the silver 


ge all 





Mr. Coutin Offers a Toast to Miss Tabor, 


anniversary the officers and _ staff 
of the company tendered a lunch- 
eon in her honor at the Le Marmi- 
ton, New York. At the luncheon 
Roure Bertrand Fils, Grasse and 
Paris, France, presented her with 
an appropriately engraved silver 
cigarette case and Roure-Dupont, 
Inc. presented her with a beauti- 
ful anniversary self winding clock 
also suitably engraved to com- 
memorate the occasion. The pres- 
entations were made by Pierre J. 
Coutin, vice president of Roure- 
Dupont who took occasion to 
compliment Miss Tabor on her 
long and faithful service with the 
company. Members of the staff of 
the company also presented her 
with a beautiful orchid corsage. 


THE ROUND TABLE — 


Perfume Drinking Latest 
Craze in London, England 


According to a report from our 
London correspondent, perfume 
drinking is the latest craze in Lon- 
don; not blatantly or in gulps, but 
immersed delicately in Milady’s 
cocktail. The recipe for this new 
cocktail is given as one-eighth each 
of rum, lemon, grenadine and 
cointreau to a half of gin with 
two drops of eau de cologne to ev- 
ery six cocktails. 

Perfume drinking is nothing 
new in Glasgow. At one time there 
was a craze among those who could 
not afford good liquor but the 
craze has since declined. The ef- 
fect of perfume in drink is said to 
give a ‘lift.’ Drinkers of perfumed 
cocktails are said by the Glasgow 
police never to become violent. 


Society of Cosmetic Chemists 
Changes Meeting Date to Dee. 5 


In order not to conflict with the 
meeting of the Toilet Goods Assn. 
technical section the regular an- 
nual meeting of the Society of Cos- 
metic Chemists will be held Tues- 
day December 5 instead of on the 
following day as originally an- 
nounced. 


Atom Bomb Shelter to be Built 


next to American Perfumer 


The first “completely safe” atom 
bomb shelter in New York City 
will be built into a 21 story office 
building to be completed within 
one year on a lot directly ad- 
joining the building where the 
executive, editorial and business 
offices of the American Perfumer 
are located. It will be a $15,000,- 
000 building. The building’s sub- 
cellar will form a shelter for about 
4000 persons against any effects of 
the atom bomb except a direct hit. 
It will be reinforced to withstand 
the collapse of the structure above 
it and will be protected against 
atomic radiation. 
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Books for your office shelf-ready reference to profits 





ERE’S a carefully selected group of books on the soap, cosmetic, and perfume industries. You'll 
find one or more that fit your specific needs. They'll serve you for immediate profits and long- 


term reference. Look them over well. See for yourself their rightful place on your own bookshelf. 


1. THE FUNDEMENTALS OF DETERGENCY. By Wiil- 
liam W. Niven, Jr. This volume presents a thorough- 
going treatment of the theory and practical appli- 
cations of detergents with special reference to their 
use in laundering processes. Gives basis of the 
factors involved in detergency, both physical and 
chemical. Explains chemical formulation of mod- 
ern detergents. The principles of this book can be 
applied to all fields in which surface tension and its 
related phenomenon play a part. 260 pages, illus- 
trated. $5.50 postpaid. 


2. THE ESSENTIAL OILS, VOL. Ill. By Ernest Guen- 
ther, Ph.D. Just off the press. First of the mono- 
graph series, describing the oils of the plant fami- 
lies Rutaceae (with special emphasis on the very 
important citrus oils) and Labiatae. Discusses in- 
dividual oils, their botanical and geographical ori- 
gin, methods of cultivation. Techniques of dis- 
tillation and yield of oil, their physicochemical 
properties, chemical composition, total production, 
and uses in industry. Author has integrated results 
of field work, laboratory, and literature. Work of 
hundreds of prominent scientists has been carefully 
screened and edited for your use in this outstanding 
series. Maison G. deNavarre says: “In no other 
work is the treatment of essential oil constituents so 
complete and up-to-date.”” You'll want this latest 
volume of this important series. 777 pages, illus- 
trated and indexed. $10.00 postpaid. 


3. THE ESSENTIAL OILS, VOL. Il. By Ernest Guen- 
ther, Ph.D. This second volume gives data on 
several hundred of the more important constituents 
of essential oils. Describes the structural formulas, 
occurrence, methods of isolation and identification, 
the physicochemical properties of these compounds. 
Essential oil constituents grouped according to the 
class of compound to which they belong. Hydro- 
carbons, Alcohols, Esters, Kezones, Lactones, etc. 
852 pages, illustrated and indexed. $10.00 post- 
paid. 


4. THE ESSENTIAL OILS, VOL. |. By Ernest Guen- 
ther, Ph.D. Covers (1) The Origin and Develop- 
ment of the Essential Oil Industry; (2) The Chem- 
istry and Function of Essential Oils in Plant Life; 
(3) The Products of Essential Oils; Methods of 
Distillation, Enfleurage, Maceration and Extraction 
with Volatile Solvents: (a) Distillation of Essential 
Oils, (b) Natural Flower Oils, (c) Concentrated, 
Terpenless and Sesquiterpenless Oils; (4) The Ex- 
amination and Analysis of Essential Oils, Synthetics 
and Isolates. Indispensable for up-to-date infor- 
mation on chemistry, production, and analysis of 
essential oils. 427 pages, illustrated and indexed. 
$6.00 postpaid. 


5. SOAPS AND DETERGENTS. By E. G. Thomssen, 
Ph.D., and John W. McCutcheon, M.A., F.C.I1.C. 
New book on technology of soap making. The 
relatively new field of synthetic detergents thor- 
oughly discussed. Contains tabulation of around 
250 surface active agents, their classification, 
trade names, manufacturers and application in the 
soap industry. All phases of practical soap-mak- 
ing covered. 511 pages, 66 illustrations. $9.00 
postpaid. ($9.54 for foreign orders. ) 


6. SYNTHETIC FOOD ADJUNCTS. By Morris B. Jac- 
obs, Senior Chemist, Chief of the Chemical Bureau 
of Foods & Drugs, Dept. of Health, City of New 
York. Comprehensive handbook of information 
needed to make and use the colors, flavors and 
other synthetic adjuncts employed in the food in- 
dustries. Full direction for their mixing, blending 
and formulation from the many hundreds of indi- 
vidual chemical compounds that enter into food 
production—including flavoring substances, color- 
ing matters, vitamins, vitagens, preservatives, anti- 
oxidants, stabilizers, emulsifiers, etc. 335 pages. 
$5.50 postpaid. 
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7. THE CHEMISTRY AND MANUFACTURE OF COSMET- 
ICS. By Maison G. deNavarre. A new kind of 
cosmetic book—that points the surest way to suc- 
cess in making any product and undertaking any 
problems. Everyone of its hundreds of formulas— 
for cosmetics of all types and purposes—has been 
produced, tested, and proved to work in the author’s 
own laboratory. 745 pages. $9.00 postpaid. 


8. THE LAW OF FOODS, DRUGS & COSMETICS. By 
Harry A. Toulin, Jr. Working manual of Official 
Government Regulation, FDA Trade Correspon- 
dence Rulings, Official Forms and Charts. Thor- 
ough analysis of the decisions relating to: False and 
Misleading Advertising, Unfair Competition and 
Misbranding, Informative Labeling. One large 
volume, 1460 pages. (Will be kept up to date with 
pocket supplements for modest additional charge. ) 
$17.50 postpaid. 


9. PERFUMES, COSMETICS AND SOAPS. By William 
A. Poucher. 


(a) VOL. I—DICTIONARY. Every substance used in 
the manufacture of perfumes and cosmetics fully 
described. Vol. I puts at your command wide 
new resources for developing new products, and 
for effecting economies and improvements by 
choosing the best of all available materials. 440 
pages. $8.00 postpaid. 


(b) VOL. I1I—TREATISE ON COSMETICS. The best of 
present-day cosmetics explained in detail. How to 
prepare them fiom commonly available materials by 
easily applied methods. Shows how to vary per- 
fumes and colors to obtain any desired result; warns 
against specific causes of defective products. Each 
chapter covers the many varieties of a type of cos- 
metics, and is loaded with representative formulae. 
The most comprehensive book now available on 
cosmetics—indispensable to everyone in the field. 
288 pages. $7.00 postpaid. 


10. MODERN COSMETICOLOGY. By Ralph G. Harry. 
Partial contents: Emulsions, Cleaning Creams, 
Milks and Lotions. Acid Creams, Face Packs and 
Masks, Mud Creams, Vanishing Creams, Powder 
Creams, Lubricating Creams. Astringents and 
Skin Tonics. Lipstick. Make-up. Face Powders. 
Sunburn and Suntan Preparations. Deodorants. 
Depilatories. _Antitoxidants. Bath Preparations. 
Bath Oils and Emulsions. Foam Baths. Hand 
Creams and Lotions. Dental Preparations. Mouth- 
washes. Shaving Preparations. Hair Tonics and 
Lotions. Hair Creams and Fixatives. Permanent 
Waving Solutions. Hair Setting Lotions, and Hair 
Lacquers. Hair Shampoos and Soapless Deter- 
gents. Manicure Preparations. Eye Lotions. Baby 


Preparations. Foot Preparations. Insect-Bite Prep- 
arations. Humectants. Acne Preparations. Col- 
oring of Cosmetic and Toilet Preparations. 514 
pages. $12.00 postpaid. 


11. MODERN COSMETICS. By E. G. Thomssen. 
Contents: Cosmetic Classification, Face Powder, 
Creams, Lotions, Deodorants, Bath Preparations, 
Make-up Preparations, Rouges, Eye Preparations, 
Lipsticks, Suntan Preparations. Hair Preparations, 
Hair Waving Preparations, Shaving Media, Denti- 
frices, Miscellaneous Cosmetics, Perfumes, Ma- 
chinery and Equipment for Cosmetics, Packaging 
Equipment and Factory Layout. 644 pages. $8.00 
postpaid. 


12. NATURAL PERFUME MATERIALS. By Y. R. Naves 
and G. Mazuyer. Describes the raw materials used 
in the extraction, choice, purification and recovery 
of volatile solvents; the preparation of tinctures and 
infusions; the treatment of concretes; resins and 
balsams; the extraction of the aromas of fruits and 
distilled flower waters; the manufacture of pomade 
and perfumed oils by the use of vegetable and 
animal fats and mineral oils, properly chosen and 
prepared; the processes of digestion and enfleurage 
on solid and liquid absorbants; and the extraction 
of decolorized absolutes and pomades from the dif- 
fused products. Contains much information on 
the chemical composition and analytical examina- 
tion of extraction products; descriptions of plant 
and raw materials subjected to extraction. 355 
pages. $6.75 postpaid. 


13. COSMETICS AND HOW TO MAKE THEM. By 
Robert Busby, 3rd edition, 1945. Simply written, 
practical guide for beauty specialists, hairdressers 
and others concerned with preparation of face 
powders, vanishing creams, nail polishes, rouges, 
lipsticks and other cosmetics. Easy-to-follow form- 
ulas and recipes. Illustrated. $3.00 postpaid. 


14. THE SCIENCE AND ART OF PERFUMERY. By 
Edward Sagarin. Covers the entire story of odor. 
Includes history of perfumery, the raw materials 
of the perfumer and the methods of their produc- 
tion, the art of perfumery, the relationship of odor 
to flavor, the commercial development of the odor 
business, the psychology of perfumers—from earliest 
times to the present. 268 pages. $3.00 postpaid. 


15. SURFACE ACTIVE AGENTS. 


By Schwartz and 
Perry. $10.00 postpaid. 


USE THE COUPON BELOW AND GET YOUR ORDER OFF NOW 
So We Can Mail Your Books Promptly 








MOORE PUBLISHING CO., INC., Book Div., 9 E. 38th St., New York 16,N.Y. 6-50 


| have encircled numbers below indicating the books | want: 


123 45 6 7 8 9QMa) 


| have enclosed check or money order for $ 


away. 
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Toni Plans to Educate 
1,250,000 High School Girls 


More than 1,250,000 high school 
students and 4-H Club girls will 
study educational material on hair 
care and good grooming supplied 
by the Toni Co. of Chicago during 
the 1950-51 school year according 
to R. N. W. Harris, president. 
Four new pieces ol material will 
be offered to teachers throughout 
the country this month. 


Squeeze Inc. Promoting Sales 
of Squeeze Spray Deodorant 


Squeeze, Inc., Chicago, Ill, an 
affiliate of Jules Montenier, Inc. is 
expanding its sales of Squeeze spray 
deodorant in the mid west states of 
Illinois, Michigan and Missouri. 


Rejuva Beauty Laboratories 
Introduces Instant Make-up 


Rejuva Beauty Laboratories, 
New York, N.Y. introduced a new 
Flame-Glo instant make-up Sep- 
tember 10 in the metropolitan 
territory. 


Production of Lemongrass 
Oil in India 


India, through the Department 
of Commerce, reports the produc 
tion of lemongrass oil, during 
1949-50, is estimated at 360 long 
tons. Current C & F New York 
quotation is about $1.40 per 
pound. The lemongrass industry 
has become important in the foot- 
hills of Madras. The bulk of the 
oil is exported. 


Marvel Beauty Supply Co. 
Moves to New Location 


Leo Haber, proprietor of Marvel 
Jeauty Supply Co. announces that 
his company has moved to a new 
and more convenient location at 
252 S. Robertson Blvd., Beverly 
Hills, Calif. 


Fred W. Fitch Suing to 
Terminate Trust Fund 


Fred W. Fitch, founder of the 
F. W. Fitch Co., Des Moines, lowa, 
is suing to terminate a trust he set 
up in 1926 to control his properties 
for the benefit of his heirs. 

He named his sons, Gail and Lu- 
cius, and his sons-in-law, L. R. San- 
dahl and Richard Young, defend- 
ants, accused them of mismanage- 
ment, and asked their removal as 
trustees of the Fitch trust estate. He 
requested appointment of a com- 
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petent trust company as their suc- 
cessor. 

The Fitch petition said that bulk 
of the assets of his original firms, 
the F. W. Fitch Co., and the F. W. 
Fitch Manufacturing Co., were sold 
in 1919 to the Grove Laboratories of 
St. Louis. He charged the sale price 
was less than the book value, but 
that he consented to it only as an 
alternative to financial failure. At 
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Lever House Construction 
Contract Awarded 


Lever Brothers Co. announced 
\ugust 23 that it has awarded the 
contract for construction of Lever 
House and that the building is 
scheduled for completion in early 
fall of 1951. Demolition of build- 
ings formerly on the site has been 


completed, enabling excavation to 


Sidewalk superintendents supervise the erection of a sign announcing that construction 


of Lever house has begun. The new building will be 21 stories high with a facing of stain- 


less steel and glass. 


the time of sale, Lucius Fitch was 
president of the company and the 
other defendants were officers. 


Soap & Sanitary Chemicals 
Quarter Century Old 


With the August issue Soap & 
Sanitary Chemicals completes 25 
years of publication. It was founded 
by Ira P. MacNair and Grant A. 
Dorland as Soap and was a success 
from the first issue which was then 
in a smaller but attractive format. 
As it grew Sanitary Chemicals was 
added to its field and to its name. 
Under skilled management it pros- 
pered and became the nucleus of the 
MacNair-Dorland Co. which now 
publishes a number of other equally 
useful publications. 


J. B. Williams Co. Takes Over 
Conti Products Corp. 


The J. B. Williams Co. which re- 
cently took over the assets and busi- 
ness of Conti Products Corp. will 
merge the sales forces of the two 
companies and transfer all manu- 
facturing to Glastonbury. 





start and get under way at once. 

The building, occupying the 
entire west side ‘ol Park Ave., New 
York, between 53rd and 54th Streets, 
will be occupied solely by the com- 
pany and its major subsidiaries, 
Pepsodent Div., Jelke Good Luck 
Products Div. and Harriet Hubbard 
Ayer, Inc. 


Credit Due Schimmel & Co. 

for Interesting Photograph 
Through an oversight credit for 

the interesting photographic pub- 
lished i in connection with the article 

“Materials Developed by Research” 
which appeared in the May issue 
was omitted. The photograph was 
used through the courtesy of Schim- 
mel & Co. to whom apologies are ex- 
tended. 


Bettye Lynn of Hollywood 
Offers New Cosmetic Line 

Bettye Lynn, 7525 Sunset Blvd., 
Hollywood 46, Calif., is offering a 
complete new line of cosmetics 
through beauty shops, drug and de- 
partment stores. The new line was 
displayed at the Toiletries and Cos- 
metics Show at the Biltmore Hotel, 
Los Angeles, August 20-25. 
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Supply of Citronella and Oil 
Lemongrass from Guatemala 


The production of oil of citron- 
ella and oil of lemongrass in 
Guatemala has progressed to such 
a marked degree that should the 
international picture cause a ces- 
sation of oil shipments from the 
Far East, it is reasonable to assume 
that our neighboring republic, just 
south of Mexico would be able to 
supply the demand for these oils 
in the United States. 

The development in Guatemala 
has been noteworthy. In May of 
1948, the Oficina Controladora de 
Aceites Esenciales was formed to 
handle the exclusive exports _ of 
these oils. This control office is, in 
effect, a cooperative consisting of 
individual growers desirous’ of 
maintaining standard quality of 
oils and unifying their efforts in 
efficient production and _ effective 
distribution. 

In May 1950, the Control Office 
celebrated its second birthday. To- 
day there are 58 members. Each 
grower delivers his oil to the co- 
operative warehouse. A sample is 
extracted from each drum and 
tested according to Essential Oil 
Association standards. Batches of 
10 drums are emptied into a blend- 
ing tank where the oil is filtered 
and then returned to carefully in- 
spected drums, thereby assuring a 
clean uniform quality. 

The Control Office is adminis- 
tered by a president and a board 
of directors consisting of indi- 
vidual growers, all of whom are 
elected semi-annually by the mem- 
bership. The directives and policy 
of the board are executed by a gen- 
eral manager, Franz J. Ippisch, 
who has been largely responsible 
for creating an_ efficient and 
smooth-running organization. 

All available data concerning 
agricultural and distilling prob- 
lems are available to Oficina mem- 
bers who are in the enviable posi- 
tion of devoting their entire efforts 
to more efficient and economical 
production methods rather than 
sales problems. The Control Office 
handles all sales, attends to ship- 
ping details and renders a com- 
plete accounting to the individual 
grower for his particular shipment. 

The sole United States agents 
for Oficina are Julian W. Lyon 
and Harold A. Sothern of New 
York who recently returned from 
one of their frequent visits at 
which time they attended the sec- 
ond anniversary meeting. 

They also visited the new mod- 
ern building of the Oficina now 
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nearing completion, which will 
house the executive and general 
offices and a fully equipped testing 
and research laboratory. 

Production has increased stead- 
ily with the United States receiv- 
ing the greatest portion. During 
1949, Guatemala shipped to the 
United States 676,625 lbs. of citron- 
ella—more than any other coun- 
try—and 116,596 Ibs. of lemon- 
grass oil. 

It is the aim of the Control Of- 
fice to obtain seedlings and root 
stock of other essential oil plants, 
also spices, in order to foster the 
development and growth of those 
items imported from other conti- 
nents, principally the Far East. Co- 
operating in this work is the In- 
stituto Agropecuario Nacional or- 
ganized through Foreign Agricul- 
tural Relations by the Department 
of Agriculture in Washington. Sev- 
eral experimental fields have been 
established on the Pacific Coast of 
Guatemala where careful experi- 
ments are being carried out for the 
improvement of existing agricul- 
tural products and the introduc- 
tion of new plant material. 

Progress has been made and it 
should be gratifying to those in the 
perfume, soap, cosmetic and spice 
industries that a progressive uni- 
fied group of growers in Guate- 
mala are diligently and patiently 
working to establish other prod- 
ucts. The success of such a_ pro- 
gram in a nearby republic—five 
hours by plane from New Orleans 
—adds to our hemisphere _ soli- 
darity and gives new hope to the 
aromatic and spice industries in 
this country. 


Charm Magazine for 8 Million 


Women Who Work Expanded 


The expanded Charm Magazine, 
edited for 8 million women who 
work appeared July 21. It was the 
August issue and contained much 
useful information. Starting with 
this issue its beauty department 
was rechristened “Good Looks and 
Good Health.” Its product page 
“Beauty Counter” is designed to 
help women shop for cosmetics. 
The magazine is edited by Helen 

Valentine. 


Allied Assn. of Michigan 
Holds Fourth Golf Meeting 


The fourth golf meeting of the 
1950 season of the Chemical and 
Allied Industries of Michigan was 
held at the Birmingham Country 
Club August 21. 








Small Bottles Require Alcohol 
Permit Number as Before 


The interpretation of Treasury 
Decision 5792 amending Regula- 
tions 3 as reported in the July is- 
sue was erroneous. This Treasury 
decision which became. effective 
June 8 does not alter current label 
requirements for those prepara- 
tions covered by sections 182.860 
and 182.861 with one exception: 
labels for witch hazel, bottled or 
rebottled in containers of one gal- 
lon or less do not require submis- 
sion to the Alcohol ‘Tax Unit in 
Washington before use. A copy of 
T. D. 5792 amending regulations 3 
may be had by writing to the 
Treasury Dept., Office of Commis- 
sioner of Internal Revenue, Wash- 
ington 25, D.C. 


New All-in-one Nail Lacquer 
and Dispenser Offered 


A new all-in-one nail lacquer 
and dispenser to retail at $1 is an- 
nounced by Tipit, Inc., New York, 
N.Y. 


Service Awards to 265 Em- 
ployes of H. Kohnstamm & Co. 


Service button awards to 265 
members of the organization of H. 
Kohnstamm & Co. were presented 
recently by Louis J. Woolf, presi- 
dent of the company. The awards 
were in the form of jewel studded 
buttons and pins, gold mounted 
with embossed figures showing the 
number of years in 5 year intervals 
up to 50 years. Two received 50 
year buttons. 


Final Golf Meeting of Year 
for BIMS of New York 


The final golf tournament of the 
season of the BIMS of New York 
was held at the Winged Foot Golf 
Club August 22 and was well at- 
tended. Martin Schultes distributed 
the prizes. The next meeting of the 
BIMS will be the annual banquet 
in January 1951. 


Mint Production in 1950 
to be Below Last Year 


The commercial mint crop for 
oil this year has been estimated by 
the Department of Agriculture as 
of August 1 at 2,104,000 Ibs. of 
which 1,583,000 Ibs. is peppermint 
and 521,000 is spearmint. The 
spearmint crop is expected to be 9 
per cent smaller than last year and 
the peppermint crop about 1 per 
cent less. 
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Variety Store Net Earnings 
Drop 14% with Sales High 


Sales of limited price variety 
chain stores in 1949 were 0.4 per 
cent lower than the record high of 
1948 but the final net earnings 
dropped 14 per cent according to 
the Harvard Bureau of Business 
Research. Rising dollar expenses 
conflicted with receding margins. 
Sales of independent stores were 
off 5 per cent and combined earn- 
ings were down 22 per cent under 
1948. Total sales for 42 variety 
chains operating 5920 stores were 
$1,981,913,000 or an average of 
$335,000 per store. Net operating 
profit fell from 7.9 per cent of sales 
to 6.4 per cent. Net profit after 
taxes in 1949 was 5.4 per cent com- 
pared with 6.3 per cent in 1948. 


Chicago Cosmetic Chemists 
Listen to Good Papers 


‘Timely subjects marked the dis- 
cussions of the Chicago Chapter of 
the Society of Cosmetic Chemists at 
the first meeting of the fall quar- 
ter, September 12 at Henrici’s res- 
taurant. The general subject was 
stability testing of cosmetic prod- 
ucts. The speakers were: Dr. H. 
Heinrich, Kolmar Laboratories 
“Stability Testing of Lipsticks, 
Face Powder, Rouges and other 
Make-up _Items;” Gustav S., 
Carsch, Polak & Schwarz, “Stability 
Testing of Perfumes, Colognes and 
Other Essential Oil Products;” Dr. 
Colburn, Colburn Laboratories, 
“Stability Testing of Emulsions; 
and Gene Rose, George Barr & 
Co., “Stability Testing of Aerosol 
Products.” J. Schultz is chairman 
of the chapter ; 


Atlas Powder Co. Increases 
Capacity of Sorbitol Plant 

The Atlas Powder Co., Wilm- 
ington, Del. is to expand its sor- 
bitol plant capacity at Atlas Point 
by nearly 50 per cent. Increased 
production will start about Oct. 1. 


Pennsylvania Confectioners’ 


Luncheon Opens Candy Show 
The Pennsylvania Manufactur- 
ing Confectioners’ Assn. will hold 
a luncheon jointly with other al- 
lied associations in the candy trade 
in Philadelphia Sept. 26. The 
Candy Show at Gimbel’s Little 
Gallery which will be opened then 
will continue until October 7. 
Packages designed by students in 
two art schools in Philadelphia will 
be displayed and a movie “The 
Sweetest Story Ever Told” will be 
shown. Marc Heidelberger is chair- 
man of the affair and is assisted by 
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Ira Minter, Frank Zealan and 
Hans F. Dresel. 


Association Calendar 
Sept. 13 Synthetic Organic Chemical Mfrs. 
Assn., Hotel Commodore, N.Y. Annual 
meeting Dec. 13. 
Sept. 18-22 Food, Drug and Cosmetic 
Law Div., 
meeting, Federal Security Agency audi- 


American Bar Assn., annual 


torium, Washington, D.C. 

Sept. 24-27 Associated Chain Drug Stores, 
Hotel New Yorker, New York, N.Y. 

Sept. 26-28 American Oil Chemists Soci- 
ety Sir Francis Drake Hotel, San Fran- 
cisco, Calif. 

Oct. 1-5 Affiliated Drug Stores, Hotel New 
Yorker, New York, N.Y. 

Oct. 15-21 National Assn. of Retail Drug- 
gists, Long Beach, Calif. 

Oct. 23-25 Packaging Institute, annual 
forum, Hotel Commodore, New York, 
N.Y. 

Dec. 3-5 Chemical Specialties Mfrs. Assn., 
Hotel New Yorker, New York, N.Y. 

Dec. 5 Society of Cosmetic Chemists, fall 
meeting, Hotel Biltmore, New York, N.Y. 

Dec. 6 ‘Toilet Goods Assn., Scientific Sec- 
tion. Meeting place to be announced. 

Dec. 13 Synthetic Organic Chemical Mfrs. 
Assn., annual meeting, Hotel Com- 
modore, New York, N.Y. 


Among Our Friends 
MISS LAURETTA M. FRIE- 
ARY, executive secretary to Michael 
Lemmermeyer, president of <Aro- 
matic Products Inc. is among the 





Miss Lauretta M. Frieary 


thousands of people who have 
journeyed eastward this year. Her 
itinerary includes a four di vy stay in 
the Emerald Isle, a visit to England, 
then to France where she will tour 
Paris and the surrounding country 
after which she will enjoy a rest on 
the shores of the Mediterranean, 
stopping off at Nice for a few days 
before continuing to Rome. After 
an audience with the Pope and 
sightseeing in and around Rome she 
will start her homeward trip via 
Lisbon. 








CLIFTON UTLEY, well known 
radio commentator, will address the 
Chicago Perfumery, Soap & Extract 
Assn. at its September 12 luncheon 
in the Stevens Hotel. 


MARTIN STRAUS IL, president 
and chairman of the board of 
Bymart Inc., makers of a new hair 
coloring called Tintair, announces 
that the entire fifth floor of 677 Fifth 
Ave. New York, N. Y. will be oc- 
cupied as sales and executive offices 
November 1. Until then offices will 
be in the Empire State building. 


MISS EVELYNNE WICK, MISS 
PHYLLIS V. STEVENSON, Fels & 
Co., Philadelphia, Pa. and MISS 
ADAMS, Frank Gianin- 
package designers 


FAYRE 


noto Associates, 





Interviewer and Interviewees 


for the new Fels & Co. all purpose 
detergent Felso discussed synthetic 
detergents, their origin, rise in pop- 
ularity and uses in a radio interview 
with WILLIAM SHIPLEY on the 
radio show “Hits and Misses.” 


FREDERICK PFEIFER has been 
welcomed as the forty-fourth mem- 
ber of the Twenty-five Year Club of 
George Lueders & Co. In celebration 
of the occasion he was guest at a 
luncheon at the Drug & Chemical 
Club when a gold service pin and 
wrist watch from the company as 
well as gifts from the officers and em- 
ployes were presented. He is in the 
‘Trafic Dept. 


MISS STELLA GORDON, in 
charge of eastern sales for Fa- 
berge Perfumes, New York, N.Y. 
returned August 21 on the Queen 
Elizabeth after a month’s tour of 
Europe. Her itinerary included 
Paris, Nice, Florence, Venice and 
London. 

MILTON LEVY is the new 
president of Herb Farm Shop, 
New York, N.Y. 
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POWDER BASE NO. 7 


@ the introduction of this new face powder material 
of it have constantly increased because the use of 
ally represents a development in fine face powders. 











Its exceptional silky. soft. smoothness, the complete ab- 
gence of odor and the extremely fine particle size of it, 
us its extraordinary adhesiveness actually improves a | 
face powder in which it is used. As little as 5% added to 
your formula will bring about this result although it is 
being used in some face powder to the extent of 15% and 
a formula is offered showing its use in this percentage. 
Samples are at your disposal and we believe that this 
is one of the Plymouth products which warrants a serious 
investigation by every face powder manufacturer be- 
cause it has real merit and will improve your product, 





M.W. PARSONS 


59 BEEKMAN STREET Impords AND TELEPHONE: BEEKMAN 3-3162 — 3163 — 3164 
NEW YORK, N. Y., U.S. A. PLYMOUTH ORGANIC LABORATORIES, Inc. CABLE ADDRESS: PARSONOILS, NEW YORK 


READY FOR YOUR LIBRARY 


Volume Ill of this monumental work on essential oils! 


THE ESSENTIAL OILS 


Vol. Ill, by Ernest Guenther, Ph.D., 777 pages, illustrated and 
indexed, cloth, 6 x 9 inches. $10.00 per copy. 


In this third volume, the author begins a group on individual oils. The 
monographs describe the oils of the plant families Rutaceae (with special 
emphasis on the very important citrus oils) and Labiatae. 

The sequence of plant families follows in order of technical and commer- 
cial importance. Their botanical and geographical origin and methods of 
cultivation are covered fully. Techniques of distillation and yield of oil, 
their physicochemical properties, chemical composition, total production, 
and uses in industry—abundant information you certainly need arranged 


MAIL THIS ORDER COUPON TODAY 


MOORE PUBLISHING COMPANY BOOK DEPT. 9 E. 38th St. 
New York 16, N.Y. 


| Please send me Ernest Guenther’s THE ESSENTIAL OILS: 
| [ ] VOL. I ($6.00 each) [ ] VOL. II ($10.00 each) 
| [ ] VOL. III ($10.00 each) 


in up-to-date order. 


Maison G. de Navarre says: “In no other work is the treatment 
of essential oil constituents so complete and up-to-date.” 






To order simply fill out and mail the coupon. Copies of VOL. | and VOL. 
Il of this series are also available at $6.00 and $10.00 respectively. 


My check (or money order) for enclosed. 
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a ee RR I ET NE Te 


ROBERTO ORTIZ PLANOS, 
for the past 21 years the Cuban 
representative of A. H. Wirz, Inc., 
Chester, Pa., makers of collaps- 
ible tubes and plastic specialties, 
has announced that his son RO- 
BERTO ORTIZ HECTOR, is now 
associated with him in the busi- 
ness and that the firm name has 
been changed to Roberto Ortiz & 
Son. Offices are located in Havana, 
O’Reilly 407, Dept. 209, Moenck & 
Quintana. 


GEORGE W. HAMILTON has 
been appointed sales director of 
Parfums Evyan, Inc., New York, 
N.Y. according to an announce- 
ment by MISS EVELYN WEST- 
ALL, president of the company. 
Mr. Hamilton has been assistant 
sales director since March 1949. 


CHARLES LUCKMAN, | for- 
mer president of Lever Bros. Co. 
and prior to that president of the 
Pepsodent Co., has completely 
abandoned the soap and cosmeti« 
business to return to architecture, 
the profession for which he was 
trained at the University of IIli- 
nois. He has formed a partnership 
with W. L. Pereira in Los Angeles, 
Calif. which will specialize in 
architecture and engineering. Big 
business has been signed up. His 


The new series of Vancides are looking for trouble 
... trouble with mold, decay, and spoiling. 


Have you a preservation problem? 


These non-volatile derivatives of mercaptobenzo- 
thiazole have already proved their worth as fungi- 
cides, bactericides, and algicides in some difficult 
preservation problems. Vancides are appreciably 


LESS TOXIC ORALLY than quaternary ammo- 


partner, a tormer classmate, has 
been operating a successful archi- 
tectural practice for some years. 
JOSEPH H. FEIN, treasurer of 
Florasynth Laboratories, Inc. has 
just returned from a three week 
trip through Central and South 
America. Accompanied by Jose 





Joseph H. Fein 
Hernandez, export manager for 
the firm, he visited Florasynth cus- 
tomers and representatives in the 
various countries, particularly El 
Salvador, Panama and Venezuela. 
Mr. Fein stated that there was 
business activity in all the coun- 
tries he visited, in spite of cur- 
rently unsettled world conditions. 


JACQUELINE COCHRAN, 
head of the cosmetic company that 
bears her name and noted aviatrix, 
who in private is Mrs. Floyd Od- 
lum, returned on the Queen Eliz- 
abeth, August 21 from a trip to 
Europe. 


MISS DOTTIE MORRISON 
who gave up her professional rat- 
ing as a singer to handle publicity 
for Dermetics, Inc., New York, 
N.Y. acted as master of ceremo- 
nies at the entertainment of the 
National Beauty and Barber Man- 
ufacturers’ Assn. convention, in 
Chicago August 18. She also sang 
to the delight of the members. 
Miss Morrison became the “Dar- 
ling of the NBBMA” when she sang 
at its summer outing at the Hunt- 
ington Crescent Country Club a 
few weeks ago. 


MARTIN REVSON, sales vice 
president of Revlon Products 
Corp. was the subject of an ar- 
ticle in Business Week in its fea- 
ture “Executive Opinion.” In it he 
declared that the reason women 
buy cosmetics is because they buy 
hope. Most women, he stated, lead 
lives of dullness,—quiet despera- 
tion—and cosmetics are a wonder- 
ful escape from it. 


nium compounds. On skin, Vancides are NOT 
PRIMARY IRRITANTS. Characteristics of non- 


volatility insure effective, constant concentrations. 


Won’t you describe your problem and request a 
sample of one of the applicable Vancides? 


Better yet, take advantage of our research labora- 
tory facilities and let us help you solve your pre- 
servation problems with one of the new Vancides. 


R. T. VANDERBILT COMPANY 


SPECIALTIES DEPARTMENT 
NEW YORK 17, N. Y. 


230 PARK AVE. 
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WE CAN SUPPLY 
THE FOLLOWING BOOKS 


Chemical Formulary (Bennett) IX 


Chemistry and Manufacture of Cosmetics (de Na- 
varre) 


Condensed Chemical Dictionary 1950 edit. ........ 10.00 
Cosmetic Dermatology (Goodman) 

Cosmetics and How to Make Them (Bushby) 

Drug & Specialty Formulas (Belanger) 

Emulsion Technology—a symposium 

The Essential Oils (Guenther) Vol. I 

The Essential Oils (Guenther) Vol. II 

The Essential Oils (Guenther) Vol. III 

Flavor (Crocker) 

Fundamentals of Detergency (Nevin) 


Hanley’s 20th Century Book of Formulas, Processes 
& Trade Secrets 


How to Make and Use a Small Chemical Laboratory 1.00 


Introduction to Emulsions (Sutheim) 4.75 





The Law of Foods, Drugs & Cosmetics (Toulmin) 
erry ka results. One large volume, 1460 pages 17.50 
ee 


ha estract of Sh Modern Cosmeticology (Harry) 12.00 


Natural Perfume Materials (Naves and Mazuyer) 6.75 


Pertumes, Cosmetics & Soaps (Poucher) 
Vol. I Kaw Materials Dictionary 8.00 
Vol. IIL Treatise on Cosmetics 7.00 


a 
tthe finer STABILIZER 
EMULSIFIER * THICKENER 
GELLING AGENT * SUSPENDING AGENT 


Perfumes & Spices (Verrill) 


Pharmaceutical Selling, Detailing & Sales Training 
In one booklet are facts you want to know about ee 
Kraystay, the finer vegetable stabilizer made by Kraft. 

Here you can find out what Kraystay will do... 
and what it won’t do; where it will help... and where 
it won't; how to use it... and how not to. 

This is an informative booklet . . . written by 
technical people for technical people . . . chock-full 
of charts and graphs . . . checked and double checked 
by Kraft research men. 

We believe it is the most thorough, basic and read- 
able booklet of its kind . .. and one that will save you 
time and trouble in the selection of a stabilizer. 

No charge, no obligation . . . just send the coupon 
below. 


Practical Emulsions (Bennett) 

Principles & Practices of Beauty Culture (Wall) 
Science & Art of Perfumery (Sagarin) 

Soaps & Detergents (Thomassen & McCutcheon) 
Spice Handbook (Parry) 

Surface Active Agents (Schwartz & Perry) 
Synthetic Food Adjuncts (Jacobs) 

U. S. Dispensatory XXIV 


A KRAFT PRODUCT 


Distributor: Phenix Pabst-ett Company 


Send remittance with your order 


Foreign postage extra 
Phenix Pabst-ett Company, Dept. M-24 


460 E. Illinois St. 
Chicago, Illinois. 


Please send a free copy of your Kraystay booklet to: 


Book Department: 


MOORE PUBLISHING CO. 
9. E. 38th St., New York 16, N. Y. 


COMPANY 
ADDRESS... 
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WILLIAM BONYUN has 
joined O’Brien & Dorrance, New 
York, N.Y. as sales consultant on 
drug and cosmetic accounts. Mr. 
Bonyun is well known in the in- 
dustry where he has successfully 
directed sales for a number of 
leading concerns. Prior to the sale 
of Daggett & Ramsdell by the 
Standard Oil Co. he was president 
of that cosmetic company. 


DR. HENRI COUTINHO, 
president of Perfumers Manufac- 
turing Corp. and Mrs. Coutinho 
have returned from a :wo months 
stay in France where they visited 
friends in Paris and Grasse. The 
trip both ways was made by air- 
plane. Dr. Coutinho found busi- 
ness in France generally good but 
in all discussions he noted an un- 
easy undertone due to the inter- 
national situation. During his vis- 
its to Grasse he received the im- 
pression that the price of absolutes 
will continue to rise for some time. 


MME. ELSA SCHIAPARELLI, 
head of the house that bears her 
name will return from an ex- 
tended stay in France about Sep- 
tember 20. While abroad she was 
one of a number of distinguished 
people who were robbed of jewels. 


| Quality me 


RICHARD L. GELB has been 
appointed treasurer and director 
of Clairol, Inc., according to an an- 
nouncement by Lawrence Gelb, 
president of the firm. Richard 





Richard L. Gelb 


Gelb is a graduate of the Harvard 
School of Business and Phillips 
Academy at Andover, Mass. Dur- 
ing the last war he served in the 
Army Air Force for three and a 
half years. 


DR. DAVID JORYSCH, techni- 
cal director of the research staff of 
H. Kohnstamm & Co. has been 
awarded the Doctor of Science de- 
gree by the Vienna Polytechnical 
Institute. The trip to Vienna where 


the degree was conferred, was 
made by airplane. The subject of 
his thesis was an original study of 
the film strength of all basic 
groups of surface active materials 
as determined by and interpreted 
from viscosity measurements. 


Obituary 
Martha Matilda Harper 


Martha Matilda Harper, foun- 
der of the Harper Method, died 
recently in Rochester, N.Y. 


Myram S. Picker 


Myram S. Picker, who has been 
identified with the cosmetic indus- 
try for over 35 years, died in Lon- 
don August 10 where he was visiting 
his son Stanley, head of the Crys- 
tal Chemical Co., Ltd. London. Mr. 
Picker founded and _ operated 
Trece Laboratories, private brand 
manufacturers, the Crystal Chemi- 
cal Co. of New York, and later 
purchased American Perfumers 
Laboratories and Miners’, Inc. He 
also established the Z.B.T. baby 
powder and Outdoor Girl line of 
cosmetics both of which were sub- 
sequently sold. He is survived by a 
daughter and a son and his widow. 


METAL CONTAINERS and CLOSURES 


by 


BRIDGEPORT 


* Perfume Vial Cases and Caps 


Vanities Powder Boxes 

Jar Caps 

Bottle Caps Lip Brushes 

Dry and Paste Rouge Cases Drawn Talc Containers 


Lipstick Containers—Swivel, Slide, Automatic 


and 


Other Special Metal Products for the Cosmetic Industry 


Tue Brioceport Metat Goons Mec. Co. 


BRIDGEPORT 


Established 1909 


CONN. 
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SPILLPROOFS 
icy ee Lower Left 
at Tt) al: atau tM yl: oe ae 
Top Right Lower Right 
ates lal: en ae Watch Case (1 dr.) 


al 
y 


SPILLPROOFS IN METAL 
Plain round (1 dr.) encased in highly polished 
Brass container with flush cap. Tarnish~ Proof 


RICHFORD CORPORATION 
yeas 251 FOURTH AVENUE -N. Y. 3, N. Y. 


PEND «TRADE MARK 4 
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Market Report 






Raw Material Prices Rising 


SEASONAL demands, growing 
shortages of a number of basi 
chemicals, and a desire on the part 
of many consumers to bring inven- 
tories to a safer level, all served to 
have a decidedly stronger influence 
upon the situation in flavoring ma 
terials, oils, chemicals and special- 
ties that go into perfumes, toilet 
preparations, flavors and soaps. 


Strong Demand for Glycerin 


The demand for glycerin was so 
strong that major refiners were 
watching every inquiry and order 
closely in effort to keep all regular 
users protected against actual re- 
quirements and to avoid specula- 
tive activity in the market. The sit- 
uation was so strong that occa- 
sional resale lots were reported 
comanding over 50¢ a_ pound. 
Prices on synthetic glycerin were 
boosted by 41 o¢ a pound establish- 
ing the tankcar price at 2714 cents, 
f.o.b., Texas. This established the 
market for synthetic material at 
about the same level as the natu- 
ral product which was recently ad- 
vanced to 2834 cents per pound, 
delivered. The increase in syn- 
thetic material represented the first 
major change in the price since it 
became commercially available in 
this country in October last year. 
Production of synthetic glycerine 
started in July, 1948 but it took 
many months before the output be- 
came sufficiently large to make it 
commercially available in the mar- 
ket. 

Salicylates moved higher reflect- 
ing increased costs. The increases 
in the major salicylates were only 
moderate but some of the minor 
salts such as magnesium, calcium 
and strontium salicylates registered 
rather substantial gains. 

Coumarin prices were advanced 
25 cents a pound by a single pro- 
ducer in the early part of the pe- 
riod under review and toward the 
close it became increasingly evi- 
dent that the upward trend would 
become general. 

The supply position in ethyl al- 
cohol has been rapidly changing 
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due to a combination of circum- 
stances including generally _re- 
duced inventories of molasses and 
a stepped up demand. As an exam- 
ple of the stronger statistical posi- 
tion of the market, two producers 
advanced prices 6 cents a gallon. 
Some other producers who failed 
to follow the upward movement in- 
dicated that they had little mate- 
rial to offer in the open market. 
Although no alcohol has been used 
in synthetic rubber production 
since the war, it is quite possible 
that the rubber industry might 
turn to alcohol in the event that 
other basic materials fall short of 
the country’s stepped up rubber 
program. 


Former Price Trend Generally 


The crises in the Far East as well 
as the fact that toiletry manufactur- 
ers, perfumers and other consum- 
ers normally step up their takings 
at this time of the year brought 
about considerable activity in mis- 
cellaneous materials, essential oils 
and aromatics. Based on the hard- 
ening price trend in oils aad basic 
materials, the outlook in aromatic 
chemicals suggests a firmer price 
trend over the final quarter of the 
year. 

Glacial acetic acid which had re- 
mained stable for many months 
was advanced 50 cents per cwt., 
soda ash and chlorine, so necessary 
in the manufacture of chemicals 
were scarcer than at any time since 
the war. Added labor difficulties in 
the alkali industry were the rea- 
sons for the shortage. Some of the 
larger glass container manufactur- 
ers were feeling the pinch. 


Gum Prices Very Firm 


Several of the gums displayed a 
hardening trend including ben- 
zoin, tragacanth, and arabic. Tra- 
gacanth which comes from Iran 
displays a highly sensitive tone 
with importers fearing that re- 
placements may possibly be cut off 
should conditions in the Far East 
grow any worse. 


Iwo advances in the price of oil 
orange, USP of 25 cents each were 
made by the California Fruit 
Growers Exchange within a rela- 
tively short period. The last in- 
crease brought the article up from 
$1 to $1.25 per pound. This was 
immediately followed by higher 
prices quoted by independent pro- 
ducers. Florida orange which had 
previously been selling at 45 to 50 
cents per pound for some time 
turned decidedly firmer and at the 
close selling prices were up over 40 
cents from the previous levels in 
force. 

Oil bergamot from Italy dis- 
played a firmer tone and such arti- 
cles as citronella and lemongrass 
registered gains. Virtually all of 
the spice oils were stronger includ- 
ing cassia, ginger, clove, and nut- 
meg and some suppliers were 
forced to withdraw offerings of oil 
black pepper because of the rapid 
fluctuations in the spice. 


Floral Oil Prices Up 


Among the floral oils, all varie- 
ties of vetivert were being held for 
better prices as the result of higher 
replacement costs and reduced of- 
ferings. In keeping with reports 
earlier in the year the supply situa- 
tion in floral oils produced in the 
Island of Reunion is regarded 
critical. 


Menthol Searcer 


Menthol showed a considerable 
degree of strength following a 
sharp dip of almost $1 per pound. 
On the basis of replacement costs 
from China local prices should 
turn more favorable to buyers but 
there remains the uncertainty 
of obtaining actual replacements 
from the Far East as well as the fact 
that the heavy domestic consuming 
season is gradually approaching. 
Virtually nothing is offered from 
Brazil. With only occasional small 
parcels available from Japan, 
China appears to be the only major 
source of supply of natural 
menthol. 
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OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
is wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known Bush specialties 


are now readily available. 


W. J. BUSH & CO., Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS .. . NATURAL FLORAL PRODUCTS 
11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. NATIONAL CITY, CAL. 
LONDON MITCHAM WIDNES 








BENJ. FRENCH, INC. 


Esunteal O:b Aramaic Chentenle 


DESCOLLONGES 
PRODUCTS 


CASSIE S. Y. 


A powerful and lasting Cassie odor, useful for many 
purposes including soap, in which it is very stable. 


BITTEROL 


An inexpensive compound which possesses the somewhat bitter, 
green odor characteristic of many flowers. 


160 FIFTH AVENUE NEW YORK 10, NEW YORK 
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PRICES IN THE NEW YORK MARKET 











(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS Cinnamon oil—Bark ...... 35.00@ 50.00 Da MO 6 caivacccccic 16.00@ 12.00 
Dee. cenadecvesnsaaeas 1.35@ 1.50 BEM ser dwaawaawadadods 3.65@ 4.20 
All prices per lb. unless otherwise speci- Citronella, Ceylon ........ 135@ 1.40 DNS a dade dvaaicaads 3.50@ 4.50 
fied. ee eer 180@ 2.25 Neroli, Bigarde P. ........ 85.00@ 95.00 
Cloves, Zanzibar ......... 1.75@ 2.00 Petale, extra NF ........ 155.00@180.00 
Almond Bit, FPA per lb. . 3.75@ 4.50 Madagascar .........0:. 1.85@ 2.10 INOS “aSrwceceinadandaes 3.15@ 3.85 
DWOSE THUS ccccccvscees 65@ 90 Ge dia cecndacundeas 19.00@ 23.00 Ocotea Cymbarum ........ 5@ «90 
Apricot Kernel ........ 10@ ~~ 58 PE. cxnacnaxwisaes 10.00@ 12.50 CE a xédvidecedeedes 5.35@ 8.20 
Amber, rectified ......... Nominal GION  chacescvesenciases 5.00@ 6.20 CD i caaxnaconsadnes 33.00@ 40.00 
Angelica Root ........... 135.00@ 190.00 IED vaccnuenedccacedaee 5.35@ 6.30 Orange, Florida ........... 85@ 1.00 
pS SS) en 130@ 1.50 Dill— DI eo sacudadacceees .25@ 1.10 
Aspic (spike) Span ....... 1.00@ 1.45 WE vracccucuancocduen 5.00@ 6.00 CE GUN ck asncercew 95@ 1.75 
ee eee 1.10@ 1.50 DE cecdévevausdnendeds 7.00@ 9.50 Orris Root, abs. (0z.) ..... 65.00@ 70.00 
Dl. wekbevnkedwaknwnd enw 135@ 2.00 BNO cc. cilevervndccces 5.75@ 6.10 FEE Shave cekksedads 36.00 Nom’ 
SE Sveserietendveus 1.65@ 4.85 ED cackivecdéactaxs 60@ «75 MINE ei cacucseccdecne 21.00@ 2.75 
ME, Sx cskcesnarevns 2.10@ 3.00 Fennel, Sweet ..........-- 2.55@ 3.00 Pennyroyal, Amer. ....... 4.10 Nom’ 
Birchtar, crude ........... 90@ 1.35 re err 7.00@ 7.50 BI i ccccccceceads 445@ 5.15 
Birchtar, rectified ........ 4.10@ 4.85 GO edivxdeccvexuaces 65@ 80 Peppermint natural ....... 5.75@ 6.00 
OR eer er 3.50@ 3.85 Geranium, Rose, Algerian . 18.00@ 20.00 UND ve é-ceceucdeae 6.20@ 6.35 
CO Wie Ei ee eriwnsetees A0@ ~~ «.60 BNE Scccnianceceven 22.50@ 26.00 RW i edncncbenkaades 2.10@ 2.75 
Cases We Bi Bs ivaccesccs 2.25@ 2.50 MUD sisccgnaseccueeus 7.35@ 8.60 Pimento— 
Cajuput (imitation) ...... 1.75@ 1.80 CO din cccenesvcvucecss Se ae ONRO Ncdaceianeninecxes 3.75@ 5.20 
SE itrcrieercacccnnne 20.00@ 25.00 Guaiac (Wood) .......... 1.90@ 2.20 RM dccewbecendaekaeens 150@ 2.00 
Camphor “White” ........ 25@ ~~ 50 Du cdeccucuneceeds 2.00@ 2.40 Pinus Sylvestris «2.0.6.0 2.50@ 2.65 
Cananga, native .......... 4.25@ 4,50 Juniper Berry ......0000. 3.00@ 5.20 WUE occ Jad delesieeawdde 2.80@ 3.15 
PD. cvvassundeeees 5.15@ 5.85 PA EOND a56 ca cnwewnduee 9.80@ 12.50 Rose, Bulgaria (0z.) ...... 30.00@ 56.00 
ee errr 3.25@ 4.00 RANGED eave sicanasidinneds 1.85@ 2.05 Souiletieg TW. cccccccccs 22.00@ 28.00 
CAE vicakdceneenseuus 52.00@ 60.00 Lavender, French ......... 2.20@ 5.00 Rosemary, Spanish ....... 85@ 1.25 
RIED erhikcenedanes ane 40.00 a: ere 100@ — SG, SPORE once cccces 125@ 2.00 
Cassia, rectified, U.S. P... 2.55@ 3.00 DE, iaweetcawaudehea 3.35@ 6.50 Sage, Dalmation .......... 6.65@ 7.20 
Coder leat U.S. Pe wccccans 2.10@ 2.40 DUI oc a wicibag wares 2.10@ 2.60 Sandalwood, N. F. ........ 12.00@ 12.50 
J errr e 4A5@ 55 Limes, distilled .......... 6.00@ 7.25 Sassafras, artificial ........ 6@ 7 
GENE vcasecnescenavecedes 16.00@ 17.25 ee ee 10.50@ 13.75 Se NUN c da cicavaveaves 19.25@ 22.00 
Chamomile Roman .......250.00@280.00 Limaleoe wood ....cscccess 3.35@ 3.75 


TEE ck ctacuccenvewcs 3.65@ 4.25 





how 
far 
does the 


imagination 


. +. as far as the limits —. t c> 
of its usefulness. A creation, born 
and nurtured in the mind, knows no bounds 2 


until it goes beyond its capacity for practicality. 
Our superior staff of product formulation 
experts can analyze the product of your 
imagination and develop it into a chemically- kK 1, | \ kK I R 
perfect, profitable sales item. We have the 


experience and reputation that come from MANUFACTURING COMPAN Y 


serving America’s leading private label cosmetic 
merchandisers for over 40 years. May we 9210 BUCKEYE ROAD « CLEVELAND 4, OHIO 


demonstrate our service to you... and stretch 
your imaginary product into a real sales hit? MANUFACTURERS OF PRIVATE LABEL COSMETICS SINCE 1900 
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distinctly different and modern 


SANDORIS 


A new creation, which exquisitely 
and 


Sandalwood to form a cool, refreshing 


blends the bouquets of Orris 


fragrance. As a base, or used alone, it 
will endow your Perfumes and Toilet 
Waters with noteworthy originality. 
For an achievement in quality, at a 
moderate price, send today for a sample 
of Sandoris. 


perfume specialties 


creators of the finest perfume bases for 


every purpose, in every price range 


7 


d 8 4 
GUNNING 
Sap 


— oak 


K 1, N. ¥- 
601 WEST 26th STREET, NEW YOR ’ 
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For the Fast-Growing Detergent Industry 


The 
FUNDAMENTALS 





the fundamentals of 


{ DETERGENCY 
of DETERGENCY | =. 
by William W. Niven, Jr. w 

Midwest Research Institute (2 =-——"__ 
1950 260 pages illustrated $5.50 


This volume presents a thorough-going treatment 
of the theory and practical applications of deter- 
gents with special reference to their use in launder- 
ing processes. All those who require a basic knowl- 
edge of the factors involved in detergency, both 
physical and chemical, and who wish to under- 
stand the chemical formulation of modern deter- 
gents will find this book of the greatest value, since 
its principles can be applied to all fields in which 
surface tension and its related phenomenon play 
a part. 


Order Now for Immediate Delivery 


THE AMERICAN PERFUMER 


9 East 38th St. . New York 16, N.Y. 











"Absolute French Perfume Bases 


All of the Most Popular Types 


Series 300 Oils 
Water Soluble Perfume Oils 
Exquisite Perfumes in Bulk 


Write for our price list of new low prices. 
For 30 years we have served a satisfied clientele. Our 
consulting Department is always at your service. 


E. M. Laning Company 


Irvington 11, N.J. 


433 Stuyvesant Avenue 





ARDS 


Po) 


Western Distributer: A. C. Orury & Ce., 219 E. North Water St., Chicago, fil. 


CPURE WHITE 
@ EXTRA QUALITY 
© ABSOLUTELY PURE 
© ABOVE U.S.P. STAND- 





| 


@ Samples will gladly be sent 
on request—at no obligation 


Serving the Trade for 98 Years 


THEODOR LEONHARD WAX CO., INC. 


HALEDON, PATERSON NEW JERSEY 


The American Perfumer 
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EE Scnaintsadesnineses 190@ 2.25 i Mitiasacuseudvatwuseess 14.00@ 16.00 Ethyl Formate ........... 65@ «75 
Sweet birch Southern ..... 2.00@ 3.60 C 14 (Peach so-called) .. 7.00@ 7.50 Ethyl Propionate ......... 75@ 1.00 
PND Rk ckcécdcaccdes 4.75@ 6.00 C 16 (Strawberry so-called 6.00@ 7.10 Ethyl Salicylate .......... 80@ ~~ -.95 
WE ebbacircheecnninnees 8.20@ 9.00 AI BOE ovens icticac 03@ ~~ «70 Ethyl Vanillin ........... 6.75@ 6.80 
Oe eee 2.15@ 2.85 Amyl Butyrate ............ 85@ 1.10 ee rrr errr 140@ 1.85 
Mich ewnraveeReeNe 2.40@ 3.25 Amyleinnamic Aldehyde .. 2.00@ 2.40 MIN) . £hkte< codes xtacas 2.50@ 2.80 
Valarian, extra ............ 75.00@ 88.00 Amyl Formate ........... 100@ 1.25 Geranoil, dom. ........... 3.00@ 3.35 
Vetivert— Amyl Phenylacetate ...... 3.75@ 4.10 Geranyl Acetate .......... 2.80@ 3.60 
SE duane ves awekecns 17.00@ 18.50 Amyl Propionate ......... 100@ 1.60 Geranyl Butyrate ......... 5.30@ 6.10 
BO nicisineesadersdns 21.50@ 23.00 Amyl Salicylate ......... 85@ 1.00 Geranyl Formate ......... 5.50@ 6.10 
OR wre sencaducecauian 18.50@ 20.00 Amyl Valerinate ......... 180@ 2.25 Guaiac Wood Acetate .... 4.65@ 5.00 
Wintergreen, natural ...... 4.00@ 14.50 PE . dea Gikdek sanawaene 110@ 1.35 Heliotropin, dom. ........ 3.10@ 3.90 
WD cvnwdcinwenses 1.00@ 4.60 Anisic Aldehyde .......... 2.40@ 2.70 Hydrotropic Aldehyde .... 6.30@ 6.85 
WOON ecececsceseses 6.50@ 7.10 errr 5.85@ 6.00 Hydroxycitronellal ....... 7.45@ 8.00 
Ylang Ylang, Bourbon .... 12.50@ 13.00 Benzyl Acetate ........... 0@ ~~ 85 Mee Ca NG cccesuccucuss 18.00@ 20.00 
po Ore - 10.50@ 12.00 Benzyl Alcohol .......... 3@ 80 lonones 
Benzyl Benzoate .......... 0@ 1.00 SN ociek se wecnceceerews 8.40@ 8.65 
TERPENELESS OILS Benzyl Butyrate ......... 1.70@ 2.15 MN adedvuauxaeawens 5.25@ 8.80 
Benzyl Cinnamate ....... 3.30@ 3.60 NEO SSticds cacccuns 1.65@ 1.80 
DE Witvavsseerdaseennwesa 2.65@ 2.90 Benzyl Formate .......... 2.00@ 2.30 Iso-butyl Acetate ......... 1.00@ 1.75 
DIE iva cuvavaneunena 10.00@ 13.00 Benzophenone ........... 158@ 1.80 Iso-butyl Benzoate ........ 115@ 1.75 
IN 643 94 csadawivd 30.00@ 38.00 Benzyl-Iso-eugenol ...... 9.35@ 10.00 Iso-butyl Salicylate ....... 2.15@ 3.00 
eT ee re 7.25@ 10.00 Benzyl Propionate ....... 1.60@ 2.20 | PT ree 3.40@ 3.85 
RANGE. Sivieccccciccvesicess GR Glue Benzl salicylate .......... 1.90@ 2.10 DANINOE ced dcsctcccccces 2.10@ 2.80 
NG Mi oat oveetn sents 80.00@ 90.00 Benzylidene Acetone ..... 2.00@ 2.75 RO adc ei ne wea uals 5.45@ 6.35 
Distilled ............... 55.00@ 62.00 RUNGONOD 64.5 occ ccckceswe 5.75@ 6.35 Linalyl, Acetate 90% ...... 5.20@ 5.75 
CRUG GOO 6c cicccccses 70.00@ 95.00 Butyl Acetate, normal .... .1444,@ .15% WN Geese chauscextacens 4.50 Nom’l 
TEE, v4.5. cs hwo we serous 12.75@ 14.00 Cinnamic Alcohol ........ 3.10@ 3.75 Linalyl Formate .......... 11.20@ 12.00 
ane 5.35@ 6.40 Cinnamic Aldehyde ....... 115@ 1.35 Linalyl Propionate ....... 10.00@ 11.10 
SPOR ois cececcstewns 6.55@ 7.00 Cinnamy] Acetate ........ 3.75@ 4.50 PEON codotducscucecaces 12.60@ 13.00 
COO Ge Be Siwcncianawces 5.50@ 6.10 Methyl Acetophenone .... 1.50@ 1.90 
DERIVATIVES AND CHEMICALS CI eden caciccxesaen 3.15@ 3.50 Methyl Anthranilate ..... 2.40@ 2.65 
Citronellyl Acetate ...... 3.95@ 5.40 Methyl Benzoate ......... 60@ 1.00 
Acetaldehyde 50% ........ 2.00@ 2.50 Citronellyi butyrate ...... 5.75@ 6.00 Methyl Cinnamate ........ 1.75@ 2.25 
Acetaphenone ............ 150@ 1.75 CUI. ictssaccs cans 2.75@ 3.25 Methyl Heptenone ....... 6.25@ 7.00 
i Cd Se 2.00@ 2.35 Cuminic Aldehyde ....... 6.20@ 7.00 Methyl Heptine Carbonate 45.00@ 60.00 
See uvkecsyescarnswenn’ 13.75@ 14.20 Diethylphthalate ......... 40@ = A5 Methyl Naphthyl Ketone .. 3.25@ 4.7 
Re ican cciwkecnamenee 2.00@ 2.30 Dimethyl Anthranilate .... 5.50@ 5.90 Methyl Phenylacetate .... 1.30@ 1.85 
han ckkkwekeeenaei in 14.50 Diphenyl Methane ........ 105@ 1.15 Methyl Salicylate ......... 45@ 280 
EEE aah enewee aan kia med 2.30@ 2.65 ee OE Sriveveekaes 26@ 30 Musk Ambrette .......... 5.55@ 5.85 
BOE GS. veevecesacis 9.00@ 11.00 Ethyl Benzoate ........... 73@ ~~ «90 MO deeunauvenwdceens 5.00@ 5.30 
Soe at awrie eve peenaniwes 17.00@ 17.80 Rthyl Butyrate .....ccccee 80Q@ 95 MONEE Gdddtecdsecacdes 1.75@ 2.00 
CeO Vewncecaewlenensnes 7.10@ 8.25 Ethyl Capronate .......... 2.20@ 3.15 Neroline (ethyl ether) ....  2.25@ 2.45 
Op BE. Recindekieadueseaees 19.25@ 22.00 Ethyl Cinnamate ......... 2.45@ 2.80 Paracresyl Acetate ....... 2.15@ 2.75 
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Use 


NORTHWESTERN) 
ETHYL BUTYRATG 


when this ester is called for in your formulae. 


For many years more than half of the Ethyl 
Butyrate sold in this country has been man- 
ufactured by us — proof of the fine quality 


of our product. 


THE LARGEST MAKERS OF BUTYRIC ETHER IN THE WORLD 


The NORTHWESTERN CHEMICAL CO. 


INCORPORATED 1882 WEST CHICAGO, ILLINOIS 
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Jasmin 


14 E. 48th St., New York 


Floral Creations. 


To be sure of constant high quality and lasting 
consumer acceptance of your products . . . 
Rely on NEUMANN-BUSLEE & WOLFE, Inc. 
where RESULTS have merited your repeat 


CAMILLI, 


Grasse, France 


BROOM (Genet) 
CARNATION 
CASSIE ANCIENNE 
CLARY SAGE 
EVERLASTING 
(Immortelle) 
JASMIN Maximarome 
JASMIN Pommades 
JASMIN Chassis 
JASMIN Benzol 


ABSOLUTES 


LAVENDER Maximarome 

MIGNONETTE 

MIMOSA Mcximarome 

MOUSSE D'ARBRE Maxi- 
marome 

MOUSSE D'ARBRE Color- 
less 

NARCISSUS of the Plains 

NARCISSUS of the Moun- 
tains 


ALBERT & LALOUE, S.A. 


Established 1830 


OAKMOSS 
SLAVIAN 

ORANGE Maximarome 

ORRIS 

ROSE DE MAI Maxima- 
rome 

TUBEROSE Maximarome 

TUBEROSE Pommades 

VIOLET LEAYES Maxima- 
rome 

YLANG YLANG A 


YOUGO- 


Above Natural Perfumers’ Materials Stocked by Our American Affiliate 


CAMILLI, 


ALBERT & LALOUE, 


INC. 





business since 1920. 


NEUMANN-BUSLEE « WOLFE 


SHEET METAL GOODS : 


Plaza 3-6070 
Cable address: Maximarome 


ONSOLIDATED 
Established 1858 FRUIT JAR CO. 


PL(PSTICKS 
; MASCARO 
2 SUPPOSITORIES 
PSTYPTIC PENCILS 


Bite wen 
oy oh epeaiosa “Al, 


Waser 


SPOUTS : 


e NEW BRUNSWICK, NEW JERSEY 
is ONSTANT research, skillful blending and ® 


development of subtle aromatics by the 
Perfume Chemists of N.B.W. assures the 
quality of its Essential Oils, Aromatics and 


SPRINKLER TOPS : DOSE CAPS 


Lo ADUGE 
‘Trac POWDER 


TE aes wo. 


ma be 


226 W.Huron St. TCC Ae A.CAVALLA, INC. 163 West [ftw Sreesy, NEW YORK, WY.9 


JOHN HORNS: 835-839 TENTH AVE., NEW YORK 19, N.Y. 
DIE STAMPING ENGRAVING EMBOSSING 


Telephone: + Cable Address 
COLUMBUS 5-5600 HORNLABELS NEW YORK 


METAL - EMBOSSE 
; ENGRAV ED 
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Paracresyl Methyl Ether ..  2.50@ 3.00 Bismuth, subnitrate ....... 2.30 Rosin, M. per ewt. ........ 7.20@ 7.35 
Paracresyl Phenyl-acetate . 4.75@ 5.40 Borax, crystals, carlot ton . 61.25@ 81.25 Salicylic Acid ............ A2@ ~~ 52 
Phenylacetaldehyde 50% . 2.75@ 3.25 Boric Acid, U. S. P., ton ..129.00@133.50 TCU D va taccdaaens 245@ 2.60 
DUE hitevscasaceunwess 4.10@ 4,65 Calcium, phosphate ....... 08@ 083, Silicate, 40°, drums, works, 
Phenylacetic Acid ........ 165@ 2.25 Phosphate, tri-basic ..... .0660@ .0730 dl errr 110@ 1.40 
Phenylethyl Acetate ...... 185@ 2.50 Camphor, pwd., domestic . .45@_ .47 Sodium Carb. 
Phenylethyl Alcohol ..... 165@ 1.90 Castoreum, nat., cans ..... 10.50@ 12.50 58% light, 100 pounds .. 1.35@_ 2.75 
Phenylethyl Butyrate ..... 4.15@ 4.35 a eee 150@ 1.55 Hydroxide, 76% solid, 100 
Phenylethyl Propionate ... 3.30@ 4.00 Chalk, precip. bags, clts .. .02%,@ 03 MOE U Cancudecesneses 3.20@ 4.55 
Phenelethyl Salicylate .... 4.35@ 4.80 Cherry Laurel Water, jug, SUN a 6s xn cekds ccs 25@ «28 
Phenylethyl Valerianate ...  5.60@ 5.85 MO dauenedckcedicances 1.25@ 1.70 Stearate Zinc U.S. P. ..... 34@ «36 
Phenylpropyl Acetate .... 4.25@ > 4.85 Ge EE ea Waduwdwenees 2444@ 261% SEU dhecucadesvaueceud 1.50@ 1.85 
ne ea cl esha ti or 100@ 1.25 ere 4.50@ 15.00 FON BARB 6 ctacecccece< 29%@ «34 
sestes Ge F. (6G) cccccves 2.85@ 3.60 Cocoa butter, bulk ........ 814@ ~~ 85 Tragacanth, No.1 ......... 3.65@ 3.80 
Styrolyl Acetate ......... 1.75@ 2.50 Cyclohexanol (Hexalin) .. .214%@ _ .22 Triethanolamine ........ . 214@ 22% 
Vanillin (clove oil) ...... 4.00@ 4.50 Fuller’s Earth, Mines ton .. 27.00@ 30.00 Violet Flowers .......... 1.80@ 1.85 
ee | re 3.00@ 3.05 Glycerin, C. P. ........... .29%@ 30% Zine Oxide, U.S. P. ctns. .. .174@ 18% 
BOE ““deuiedscencuses 3.00@ 3.05 Gum Arabic, pwd. ........ 21@ ~~ «22 
Vetiver Acetate .......... 32.50@ 37.50 ME eccuicncwesducen-a 124%@ 4.14 
Violet Ketone Alpha .... 8.00@ 10.50 Gum Benzoin, Siam ...... 3.50@ 3.85 OILS AND FATS 
Yara Yara (Methyl ether) 2.25@ 2.80 SRD Wevewiceucecwas H0Q@ 65 
Gum Galbanum .......... 80@ = -.95 Castor, refined, drums .... .2154@ _ .23 
—_ — eeacbadeaweuns 35@ ~~ «37 Coconut, crude, Atlantic 
J ONE. cnidensiwcens 27@ ~~ «29 MUNG TURN cocexcttacees 164@ «17 
a I tceceuc cae icccsas 0S@ 07 Corn, crude, Midwest, mili, 
Tonka Beans Surinam .... 1.00@ 1.10 TP cocceckecneaws 5.00@ 7.00 Ori divdcaccccsaankes A7@ 17% 
MI ecccnecscnscdes 1.75@ 1.80 Lanolin, hydrous ......... 29@ «30 Corn Oil, refined, tanks ... .204%@ _ 21 
Vanilla Beans PEE 6h ccceccckens 31@ _ ~=«32 Cottonseed, crude, tanks .. .17@ .17% 
 arcehacudaenedd 1.00@ 4.85 Magnesium, carbonate .... .11@ .12% CeeNGG WHEE << cccssccudas 0844a 
Mexican, whole .......... 7.75 Nom’l DE: weancuaeuanewud 35@ ~~ 37 Lard, Chicago ........... 164%, Nom’! 
= ee eee 6.75 Nom’ Bs GED necvcecncuuna 35.00@ 48.00 Lard Oil, common, No. 1 
| aie Mia ER RTE 3.25@ 3.50 Olibanum, tears .......... 16@ = «30 WLCS Jy aS cadaccetaees j144Y4@ 14% 
WO. Suvvacewescenns 12@~=«18 Olive, edible (gal.) ....... 2.00@ 2.20 
Orange Flower Water, gal. 1.75@ 2.25 Palm Congo drums ....... .1354@ 
SUNDRIES AND DRUGS Orris Root, Italian ....... 14@ ~~ 21 Peanut, refined, tanks ....  .26 Nom’ 
ee 06%@ 07% Red Oil, single distilled 
I eb ota es enue 09Y4@ 14 Peroxide (hydrogen U. S. P.) GE cackedcvecctscces jA7TY4Z@ 18% 
Ambergris, ounce ........ 8.50@ 18.00 te ‘képvdnesneckuxawwe 034%,@ 05 Stearic Acid 
Balsam, Copaiba ......... 654 .70 Petrolatum, white ......... 06354@ .08% Triple Pressed ......... 18544 20 
 -ctnceenatenwncdsewe 87@ 1.00 er 100@ 1.50 Double Pressed ........ 1644@ 17% 
Beeswax, bleached, pure OS Perec re 11@ 12% Tallow, acidless, drums ... .145%, Nom’l 
i, NG widintvaseen anes 63@ 64 Rose flowers, pale ........ 35@ «40 GUD vaccccccess 84a 
Yellow, refined ........ 52@ =~ «.54 Rose Water, jug (gal.) ... 2.00@ 2.50 Whale oil, refined ....... Nominal 


hi ' . fg t F 1 CHOLESTEROL IN ITS MOST ACTIVE AND EFFICIENT FORM 


awe AMERCHOLS 
BETTER | ore Clive better 


NON-IONIC EMULSIFIERS, EMOLLIENTS AND PENETRANTS 













e The AMERCHOLS are surface-active agents which are Naturally good for the skin. Of 
Natural Origin, they represent odorless, color-free forms of cholesterol and related rare 
sterols which we isolate in purified form from animal tissues. They are stable in the 
presence of acids, alkalies and most drugs. 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 









For complete information write on your company letterhead for your copy of our technical 
° booklet. Contains valuable data on the use of the Amerchols in O/W and W/O 
emulsions. Formulas for all types of creams, lotions, hair preparations, etc. 


Our Research Laboratories are available to you for advice and information at all times. 


Have you tried AMERCHOL L-101 Liquid Cholesterol Penetrant for your hair preparations? 
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GLYCERINE 


i 








Free booklet | 
tells where it fits 
in your business! 


In hundreds of beauty prep- 
arations and pharmaceuticals, 
versatile glycerine is playing 
an increasingly important 
role in the drug and cosmetic 
industries ... and many of 
these applications can mate- 
rially improve your product! 

The story is told in one 
informative, up-to-date book- 
let—“Why Glycerine for 
Drugs and Cosmetics?” 

Contains compact informa- 
tion on the physical properties of glycerine... its origin, develop- 
ment and chemistry ... grades and their applications. 16 pages of 
practical, useful data—yours for the asking! Whether you’re in 
management, production, or research... an expert on glycerine or 
thoroughly unfamiliar with the subject—you’ll want this informative 
booklet. Write for your free copy—today! 


GLYCERINE PRODUCERS’ ASSOCIATION, DEPT. 25 
295 Madison Ave. e New York 17, N. Y. 


THE FIRST COMPLETELY NEW BOOK ON 
SOAP MAKING IN NEARLY A DECADE 


SOAPS & DETERGENTS 


by E. G. Thomssen, Ph.D. and John W. McCutcheon, M.A., F.C.1.C. 
Cloth cover—511 pages—66 iliustrations—$9.00* 
© 


The soap industry in the last ten years has made tremendous 
strides in new developments and processes. This book brings 
those advancements up-to-date in one authoritative manual. It 
covers soap making processes, soap perfuming and coloring, new 
equipment, processes and methods—in fact, everything you need 
to know about soap and detergents. 


Not only is the relatively new field of synthetic detergents 
thoroughly discussed, but a tabulation of around 250 surface 
active agents, their classification, trade names, manufacturers and 
applications are covered in dtail. 


Here at last is a book that meets the need for a new work on the 
technology of soap making. 
*$9.54 (Foreign) 


ORDER YOUR COPY TODAY FROM 


. . e e e . e . . J 7 e e . 7 ° e a 


. MOORE PUBLISHING CO., INC. Book Dept. 
| 9 East 38th Street, New York 16, N. Y. | 
. Please send me ...... copies of Soaps & Detergents 
| Price per copy $9.00—$9.54 (Foreign) | enclose check or money | 
. eel ter $..0.0555 | 
aki stcaee Kc ceks beware EE SiN asset es So's 
MID cnccccvenca I isi iie banc saci ! 
; BE sone eee ZONE PE Ga seth cenees 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; Situations 


Wanted and Help Wanted, 50c. Please send check with copy. 
BUSINESS OPPORTUNITIES 


WANTED Chemicals, Colors Pigments, Resins, Solvents, Oils, 
Aromatics, Other Raw Materials & Supplies, Machinery & Equip- 
ment: CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., 
New York 5, N.Y., HAnover 2-6970. 





WANTED: 2—Dry Powder Mixers; 2—Pony Mixers; 2—Tablet 
Machines; 1—Filler; 3—Kettles; 2—Filling Machines. No deal- 
ers. Write Box 2353, The American Perfumer and Essential Oil 
Review, 9 E. 38th St., New York 16, N.Y. 


FOR SALE 


FOR SALE: one Alsop HY-Speed Filter, Medel SD 8 X, used 
about 150 hours. Brass nickle plated and stainless construction. 
First $100 takes it. Lincoln Research, Inc., Toledo 6, Ohio. 


FOR SALE: 1—Standard-Knapp Self-adjust. #4 9 Auto. carton 
Gluer-Sealer & Compression Unit; 2—Colten 3DT Tablet Ma- 
chines with 1” punch & die (send for list of other exceptional 
buys in tablet machines); 14—Dry Powder Mixers 1004 to 
2000#%; 10—Day single deck 40”x84” S/S “Roball” Sifters; 6— 
World Auto. & semi-auto. Labelers; 1—Stokes 79-80 Tube Filler- 
Closer-Clipper; 1—4TH Mikro-Pulverizer; Vacuum & gravity 
Fillers; 40 to 100 gallon Stainless Aluminum, Copper & Steel 
jacketed kettles. Save money by sending us your inquiries. Un- 
used 32—Aluminum 200 gallon Storage Tanks, original cost 
$295.00 our price $75.00 each. We are also in the market for your 
surplus equipment. Consolidated Products Co., Ine. 14-15 Park 
Row, New York 7, N.Y., Phone: BArclay 7-0600. 





SITUATIONS WANTED 


——$— 


Er 


é : 7 , 
CONFECTIONER Y—25 years experience, recognized by industry. 


apnea = Ss eo ere —- 
Important national contacts. Interested in making contact with 
prominent supplier of raw materials. Essential Oils, Flavors, Ex- 
tracts or other products used in candy industry. Salary, commission 
or Brokerage. Write Box 2873, The American Perfumer, 9 E. 38th 


Street, New York 16, N.Y. 


COSMETIC CHEMIST AND PERFUMER GRADUATED seeks 


position with progressive company in N.Y. or NJ. territory. 10 
| years of unusual experience. Able to take charge production, 





laboratory, research, formulation and developing high eosmetics 
and shampoos for U.S.A. or Latin America. Willing to start at a 
moderate salary. Write box 2855, The American Perfumer, 9 E. 


38th St., New York 16, N. Y. 


The American Perfumer 
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ALBERT B. PACINI, Sc.D. 


Cosmetic Consultant 


Processes 


Products 


208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 





“L'ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 
PERFUMER CONSULTANT 


Creations of Highly Original Perfumes. 
Duplications ef Most Difficult Fragrances. 
Unique Kind of Professional Services. 


333 West 52nd Street, New York 19, N.Y. Tel. PL. 7-3708. 





GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS 


Specializing in Labeling and Advertising 
to meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 5-9007 East Orange N. J. 


COSMETICS 


BJORKSTEN RESEARCH LABORATORIES 
RESEARCH ON CONTRACT BASIS 
ARRANGEMENTS FOR DERMATOLOGICAL TESTING 
CHICAGO 33, ILLINOIS 


MADISON 3, WISCONSIN 
NEW YORK 13, NEW YORK 


FEZANDIE & SPERRLE, Inc. 


Founded 1854 


13791 S. Avenue “O" 
323 W. Gorham St. 
50 E. 41st St. 


205 Fulton Street, New York City 
HIGHEST STANDARD 


Colors and Dyes for Cosmetics, such as 
LIPSTICKS 


ROUGES 


FACE POWDERS 
MASCARA 


SOAPS 


Your 


inquiries are 


PERFUMES 
LOTIONS 
SHAMPOOS 
CREAMS 
Etc. 


invited 





FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. 


Our Own Building 


New York 16, N. Y. 


45 Years of “RESULT PRODUCING” Service 
Proves Our Worth. The ‘TRADES’ Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS" 


& Essential Oil Review 










», for UNIFORM PURITY 
“y UNIFORM TEXTURE 


Experimental data and prac- 
tical manufacturing experience of nearly 
100 years’ specialization in beeswax and beeswax 
compounds are at your service without cost or 
obligation. Write about your beeswax problems to 
WILL & BAUMER CANDLE CO., INC., Syracuse, 
N. Y. Est. 1855 





Spermaceti—Ceresine—Red Oil—Yellow Beeswax —Composition 
Waxes — Stearic Acid — Hydistear 










OUR CHEMICAL CONSULTANTS CAN HELP YOU 
in Cosmetic Formulation and Improvement 


We likewise serve in Packaging Problems . . . Perme- 
ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today 
for Booklet No. 3 APSR A eI aa 
ime Gam ee wield a) 
29 W.15'*? St. New York IILNY 


“The Chemical Oy Sane 4-8800 


Consultant and EVERY ae Ma OF 


Your Business” 


me awi eevee 8 





Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline e¢ isobutyl Quinoline 
Ethyl Anthranilate e¢ Butyl Anthranilate 


Skatol 


Linalyl Anthranilate e¢  Linalyl lsobutyrate 


EAIRMOUN) 


CHEMICAL CO., INC. 
600 Ferry Street Newark 5, N. J. 
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OUTSTANDING EXCELLENCE 


. . « That accounts for the popularity of 
Interstate Colors. 


No matter what your color requirements 


are, consult us. 


Our expert advice will 


prove of great value to you. 


CHLOROPHYLL « CAROTENE 


INTERSTATE COLOR CO.» 


3 BEEKMAN ST., N.Y.C., 7—'phone CO 7-5281 
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42n40, Wanna Lesh The Rose Absolute of Moroccan origin 


~has for many years been a favorite 
of the discriminating perfumer. ROSE MARRAKESH reproduces its 
fullbodied fragrance to such a degree of perfection that it can 
be used interchangeably with the natural product from either 
Morocco or Grasse, and at a very substantial saving. 
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SYNAROME ( 


A new specialty of instantaneous appeal. Its delight- 
fully refreshing character, its sparkling brilliance, 
make it an ideal top note of great versatility. ~ 
Sparingly used, it will add polish and vitality to 
every cologne and toilet water; applied more freely 
it will greatly enhance most any modern perfume, 
pointing up its main theme rather than suppressing 
it. VERONYL—a specialty that breathes success! 


BUSH AROMATICS 


DIVISION OF THE DOW CHEMICAL COMPANY 
Sales Office: 136 Liberty Street, New York City 6. 








“behind the product— 
original research”’ 


Firmenich perfume specialties are based almost exclusively on entirely new 
bodies discovered in the course of pure chemical research. We are 
justly proud that men whose names are known and respected throughout the chemical 
profession — Ruzicka, Stoll, Schintz — are members of our research staff. 
These men and their associates have made possible such world-famous Firmenich 
specialties as Exaltolide, Wardia, Dianthine. 
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CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE 
IN CANADA: CARAMEED, LTD., 350 WALLACE AVENUE, TORONTO 
GENEVA, SWITZERLAND ...PARIS, FRANCE... LONDON, ENCLAND 





